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Careful cultivation Constant experiumn ntation 


ixsure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 


Have you n our booklet, “LOLOMBIA, THE LAND OF Corre! 
/ delightfully illustrated and your form ashiy 
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The Summer drink 
for all America — 


ICED COFFEE 


J. ARON & COMPANY, INC. 


J. ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS NEW YORK 


SAN FRANCISCO 

NEW YORK Direct Representation NEW ORLEANS 
91 Wall Street SANTOS 336 Magazine Street 
Rio de JANEIRO 


CHICAGO 
PARANAGUA 404 No. Wells 


SAN FRANCISCO 
242 Calitornia Street 


Street 


Offices of Representatives in 


Coffee Producing Countries all over the World 
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THE SHARPLES CORPORATION 
2300 WESTMORELAND STREET + PHILADELPHIA 40, PENNSYLVANIA 
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Grinds That 
BUILD SALES 


at lower grinding costs 


Users of Gump Coffee Granulizers find 
it's no problem to produce the flavorful, 
clean-cut, consistently uniform — grinds 
that help sell coffee. 

With the positive grind adjustment 
of the Gump Coffee Granulizer, duplicat- 
ing a customers previous grind IS a 
simple operation And every grind is 
cool, clean-cut and flavorful. Specially 
developed corrugations cut the beans 
sharp and clean, with minimum powder- 
ing—-and, combined with the “Granu- 
lizing’ process, retain the maximum 
flavor and aroma of the whole bean 

Grinding costs are low, too, with 


Gump Granulizers. Correct engineering 


design and sturdy construction provide 


for quiet running, trouble-free operation 


through many years of the hardest, con 
tinuous service 

Now, with the new Style “E” models, 
there are added reasons why Gump Gran 
ulizers continue to be preferred by the 
great majority of coffee distributors 
Grinds are even cooler. Cleaning, in 
spection and maintenance have been 
further simplified. The Head ts sectsonal, 
permitting replacement of any one section 
as required, in the Gump Exchange Head 
Plan 

Improve the quality of YOUR grinds, 
and reduce grinding costs by installing 
new Style “E Gump Cotfee Granulizers 
Write today for complet. details on the 
model that meets your specific production 


requirements 


FEBRUARY 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 

BAR-NUN ‘‘AUTO-CHECK"’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 


GUMP EXCHANGE 
HEAD PLAN 


lizer users is) the Original 
Gump Exchange Head Plan 
This popular Plan replaces 
worn rolls in the most con 
venient way possible, with 
only a few hours “downtime 
And it holds the cost of keep 
ing gonds untform and “on 
formula’ to the 
New Style sectional 
Heads are now available in 
the Guinp Exchange Head 
Plan. With a Style I Head 
you can modermmize your earli 
er model Gump Coffee Gran 
ulizer to the equivalent of a 
new machine, at a reasonable 
charge. Write for details and 
quotation before placing your 
next Exchange Head order 


> B.F. Gump Co. 1312S. Cicero Avenue, Chicago 50, Illinois 
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Telephone: Digby 4-8777 
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COFFEE & TEA INDUSTRIES a 


r Field 


| 
= = 
— | 
= | 
— | 
— 
| 
= 
4 — | 
— 
— | 
= | 
= 
>= 
| 
| 
=> 
= 
= 
= 
= 
= 
== 
= 
; \\im 
ir 
‘ 


SCHAEFER 
CO. INC. 


99 WALL STREET, NEW YORK 5, NEW YORK 


302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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no more “‘off- 
key” rip strips 


Announcing Continental’s new self-tracking 


With Continental's exclusive new Gripstrip, you 
can sell your coffee in cans that open without a hitch, 
Easy, sure and safe. 

Here's how the new Gripstrip works. Double 
beads within the scored lines of the rip strip act like 
tiny railroad trac’:s. Each turn of the key automat- 
ically locks one section of Gripstrip firmly against 
the next... all the way around the can. It couldn't 
be simpler, yet what a way to pep up your coffee 
sales story. 

Be one of the first to use Continental's exciting 


new self-tracking Gripstrip. Call your Continental 
representative for complete details. Remember, we 
go all out to give you the best in Tailor-Made 
Package Service as well as the best in coffee cans. 


GRIPSTRIP locks itself into a slip- 
proof coil around the key. Elim- 
inates wasted time and effort. 


CONTINENTAL E CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain special- 
1zed, detatled information on various sub 


jects This literature 15 your ov the 
asking Merely fill out the coupon and mail 
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This is a four-page bulletin with pictures F ; 
and specifications on a new line of coffee : ane The Flavor Field ; 


granulators. The bulletin describes capacity 
and dimensions, special finishing — rolls, 
Operation and maintenance, replacement 
heads, etc Jabez Burns & Sons, Inc., 
llth Ave. at 43rd St.. New York City 


9 sopern FILLING MACHINES 79th Year FEBRUARY 1956 Vol. 79, No, 2 
A four-page illustrated folder describes 
a complete line of modern filling machines leed Coffee—1956 Vitamin found in cup of coffee 53 
wy a yr ny for virtually any How Lyons opened new markets 71 
of your needs. Stokes & Smith Co., 4962 ? , Redesigned tea bag carton 
Summerdale Avenue, Philadelphia 24, Pa Coffee's 100,000,000 potential was for big pr 
Wake up the sleeping giant! 199° 7% 
Roast at winter-month capacity ; Growth of company reflects 
10 SUPERFINE PULVERIZEK —all year ‘round } a 19 progress in coffee and tea 
The principle of pulverizing by air Psychological effects of tea drinking 75 
attrition and impact, with simultaneous Part 2 of a paper presented 
—consumer motivation research 2 at the historic symposium 
classincation and recyc m a sing Public relations for iced coffee 2 Tee inthe UN 77 
machine, is described in a new four Publicity on ways to make it 24 Cham coher ys largest ton 
page illustrated catalog issued by the Variations on the iced coffee theme 25 market may now be underway 
Schutz-O'Neill Co.. 311 Portland Avenue, Can iced coffee be promoted Second “Tea for Canada Weel” 78 
Minneapolis 15, Minn , = food stores? f 27 Cut in tea crop planned 79 
Keep restaurant cash registers hot : Packaging concepts, trends 81 
with iced coffee! <9 The paprika of Murcia 83 
pac packace Iced instant coffee—$ 10,000,000 An official reviews the key 
This four-page illustrated folder describes = infant ae industry of this Spanish area 
German-made automatic flat bag filling and he instant key to iced coffee sales 33 Pure vanilla publicity gains 
Your salesmen’s stake in iced coffee 45 momentum 85 


closing machines. High speed types are 

said to fill and seal up to 130 bags per “Our iced coffee promot:ons pay off” 37 

minute Gebr. Holler, Mashinenfabrik, Seasonal slumps can be licked! 

Bergisch Gladbach Bei Koln. U. S. repre POP aids for iced coftee 41 Departments 

sentative: Ulbeco, Inc., 19 Rector St, New Point-of-purchase checklist 41 

York City Iced co‘fee facts and fancy 43° Trade Roas:-—cartoon 45 
Solubles 55 
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12—correr Granutizers Ship sailings 
Crops and countries 66 


A profusely illustrated folder which ex 
Coffee peak can be restored 49 Coffee movements, outlook 67 


plains the line of Gump Coffee Granulizers 
was recently issued. Included are details Report on the four regional Editorin 8 69 
ym the new Style “E” Granulizer. as well seminars sponsored by PACB Tea movements 79 
as facts about the four sizes of Granulizers, Kubitschek on coffee policies “1 Spice Milling; 84 
each available in two models. B. F. Gump Big year on Coffee Exchange 52 News from key cities 88-91 


Co., 1325 §. Cicero Avenue, Chicago 50 
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13 ~~STORE GRINDER 


This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, Representative New Orleans W. McKennon,. 627 Dumaine St.: California Mark M 
which supersedes the company s regular Ha 5030 Golden Gate Ave Oakland |8 Mexico City [ yas Grahame, Apartado 
Grindmaster, featured for the past four 269: Rie de dene! 91: Sea? 
years. Operation is fully automatic. The 407; Rio Ge Janeiro anros etunce 
raca Maua, 29-s/217 


grind plate is on the front of the machine, 
in full view of the customer, and the 
grinds are indicated with an illustration of Subscription: $4.00 per year, U. S. A; $4.50, Canada; $5.00, Foreign. 
the brewing device, as well as by name Published month Copvriaht 1956 by The S a ks Publichine | 
American Duplex Co. 815-827 West 
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What has 


got to do with 
your customers? 


You are in business to sell coffee —to sell it 
in quantity —and to sell it at a reasonable profit. 

And never forget it, your business is our busi- 
ness — THE COFFEE BUSINESS! 

You know the importance of smart green 
coffee buying, of proper blending, of attractive 
packaging, proper pricing, and adequate promo- 
tion —all to sell more coffee, profitably. And we 
know that we can help, too. 

3 Here's what BURNS design and equipment 
’ has to do with your customers—with your sales of 
coffee and with your profits ! 


BURNS EQUIPMENT ASSURES: 


Purity of Product—by thorough re- 
moval of all foreign matter in Recirculating Clean- 
ers and Pneumatic Stoners. 


Optimum Flavor -—by full, clean de- 
velopment of the bean in Thermalo Roasters. 


Superior Extraction Quality — by 
producing sharp, consistent grinds on Burns 
Granulators. 

Uniformity of Product—by using 
more than 90 years of know-how to produce a 
complete line of equipment designed to give the 
ultimate in uniformity at every stage. 

Consumer Demand tor Your 
Product -— by enabling you to produce coffee 
of top cup quality, uniformly and with an econ- 
omy of production which enables you to price 
it competitively. 

We are sure you will agree that these are 
indeed strong selling points—not just for our sales- 
men but more importantly, —FOR YOURS! 


AND SONS, INC. 
llth Avenue at 43rd Street © New York 36, New York 
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coffee’s $100,000,000 potential 


You can sell more coffee — if you want to. 


the summer slump need not happen. 
old ideas — or you may miss out on your slice of the potential. 


You can sell more cotfee—if you want to. 


You can knock out your summer slump——if you really 
want to. 

The coffee industry is living with a great potential for 
more sales at the time of year it needs business most. 
June, July, August 

$100,000,000 slump. 


In the three summer months 
the coffee industry goes into a 
That's how much the seasonal drop costs us in lost sales, 
based on current volume 

Yet wt need not hap pe n! 

Some roasters have already succeeded in slicing the 
belly off the slump. 

Now an industry-level program is underway. It will 
make it easier for every roaster to attack his own summer 


drop 
* * * 
The key Wk ed coffee 
Turning this key to open the $100,000.000 door ts up 
to us, Research that, 


fortunately, the matter 1s entirely in our own hands. It 


the members of the trade shows 


is not hemmed in by rock-hard circumstances beyond 


our altering. 
The big obstacle 1s in our own minds 


Many of us have mental blocks on tced cotfe Some 


of us think the whole idea of iced coffee is unsound 
The chilling, they say, kills the flavor. 

Put this with other coffee shibboleths. It just isn’t 
true. As long as two decades ago, scientific findings made 


this clear 

The best proof is simple: a glass of properly made iced 
coffee 

If you happen to be one who has doubts on this score 
try a glass 

You'll be surprised at how wonderful and refreshing 
good iced coffee is! 

+ * 


Consumer attitudes are very real factors. Dr. Ernest 


Dichter, the motivation study expert, pins them down in 
fact section 


his article in this iced coffee reference’ 


1956 
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New facts show 
Take a fresh look at your 


understand consumer attitudes, they no 


On the contrary, we find we can turn 
We can change what seemed to be 


When we 
longer paralyze us 
them to advantage 
liabilities into assets, into powerful selling weapons 


+ 
Some coffee men say it’s obvious iced coffee isn’t any 
good. Otherwise, wouldn't there be more demand for it? 
This is cart-before-the-horse thinking 


Suppose a roaster sat back and did no promotion of his 
brand to the grocer, the restaurant operator and the con 
sumer. It’s a sure thing, isn’t it, that his sales wouldn't 
be enough to keep even a sample roaster going? 


Should he decide 


4 


then, the trouble is that his coffee is 


no good 
If iced coffee doesn't sell, it's not that the product is no 
good It’ 


Iced coftee has never been promoted heavily, consistent: 


gust that t's never been sold! 


ly, on an industry level with widespread roaster tie-in 
) 


and with emphasis on how to make it right 
* 


block 1s. the 


that the summer slump has always been with us; so it 


Maybe the most common mental feeling 


always will 


In our industry, individual roasters have shown. that 


iced coffee can be used to make a bip dent in the slump 


Other seasonal 


have proved even tougher 


be licked 


industries 


Consider the 


problems than our own can 
examples cited in his article on this subject by Donald 
Stevens 

What could be more seasonal than coal and oil for 
home heating? Yet these industries are now. selling 
a large part of their volume in the summer! 

+ 

The hard fact is, we have no chotce about coming to 
grips with this problem 

The summer slum} iS not a static thing Since the 
war, it's been getting worse. On an industrywide basis 
less and less business has been done in the summer 


months 


(Continued on page 14) 
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Wonderful way 
sell iced coffee 


(see pages 15-18) 


You can see the Pan-American Coffee Bureau’s gate- 
fold ad right now on pages 15- 18 in this publica- 
tion. But millions of Americans will see it this June 
in The Saturday Evening Post (and only in the Post 
among general magazines)—where it will make food 


advertising history. 


For this Pan-American Coffee Bureau ad will be the 
first food gatefold in the history of general magazine 
advertising! And the Post is the perfect place to 


put it. 


Iced coffee is a family beverage. And the Post is 
America’s No. 1 family magazine. That’s why it’s 
such a great food advertising medium—and why it 
has singlehandedly established more brand names in 


the food business than any other magazine. 


The Saturday Evening 


POST 


—gets to the heart of America 


COFFEE & TEA INDUSTRIES and The Flavor Field 


% Iced Coffee — 1956: A Coffee & Tea Industries “Fact Reference” Section 


wake up the sleeping giant! 


PACB’s 1956 drive will promote iced coffee on industry level 


Iced coffee, we believe, is one of the big potentials 


for increased coffee sales 

We believe, moreover, it is a potential the industry can 
tap successfully. There are obstacles, of course, but 
other industries have overcome bigger ones to meet 
more difhcult seasonal situa 
tions 

Success in tapping this 
potential has a meaning even 
beyond that of greater coffe 
sales 

Iced coffee is the key to 
ending the summer slump 

More iced coffee consump 
tion means more coffee bus: 
ness when it 1s most needed 

to even out production 
schedules, simplifying cost, 
personnel and supply prob 
lems 

These are among the reasons why we believe an iced 
cottee promotion 1s both sound and necessary lt 16: 2 
belief strengthened by these considerations 

1. Coffee, as a beverage, has a vast public acceptanc 
a ready-made market which has not been adequately ex 
ploited for iced coffee 

2 Consun plion ot most beverages goes up tremen 
dously in the summer—-why not iced coffee ? 

3, Some segments of the coffee industry say that 
iced coffee cannot be sold, hence they don’t try But in 
stances are on record of roasters who say iced coffee can be 
sold, and did try—with a significant measure of success 

Now let's look at the “how of the Pan-American Coffee 
Bureau's coming promotion 

The problem was how to awaken the sl eping giant 
that 1s iced coffe 

We realized that, to succeed, the promotion had to he 


exciting It had to apture the imagination of the whol 
industry ind, more importantly stimulate the whole trade to 
enthusiastic support Our part of the promotion, as w 
visualized it, would be only the initial “big push that 


would start the iced coffee sales snowball rolling 
The big objective was to remind the consumer dramatical 


ly of iced cottee s advantage Ss From our motivation research 


— and make it easy for you to tie in for more brand volume 


By EDWARD E. VAN HORN, Director of Advertising 


Pan-American Coffee Bureau 


on coffee, we knew that people were looking tor differen! 
ways to drink coffee. We also knew that one of the big 
problems facing iced coffee was the fact that it was gen 
erally prepared improperly. Our advertising had to solve 
both these problems—-and in such exciting fashion that the 
public would “rediscover iced coffee 

One other element was needed to further insure the suc 
cess of our promotion. And that was a simple, compelling 
theme applicable to all segments of the coffee trade adapta 
ble to use by the manufacturers of other products who might 
want to tic-in to this big cottec industry drive 

All of these elements are tied together in the spectacular 
three-page, gate fold ad we will run in The Saturday Evening 
Post, June 2nd issue, It’s big, colorful, exciting-—and 1t fits 
in be autifully with the “service suggestion’ trend which 
has added new power to food advertising 

‘This kind of advertisement has never been done (to our 
knowledge) in coffee before—it starts us off with a BANG! 
In the advertisement we feature, in color, six defferent 
ways to servi ed coffee, and the three best methods of 
making the beverage (including a note on the use of 
instant coffee). We're also offering, in this same ad, the 
most comprehensive book of coffee recipes 25¢ ever bought 
(the price to the trade, in quantity, ts only a dime). And 
the whole promotion 41s tied together by the single power 
ful phiase Cool off with Coffee 

A similar single page version of this ad. in four-colors 
will appear in Look mayazine in the latter part of June 
Why Look? Or, for that matter, why the Post / 

Well part from the fact that they reach over 9,000,000 
opl they both vive the in-store support i promotion 


such as this requires And they do a thorough job in thi 


respect —in over 20,000 stores, as a matter of fact Hence, by 
placing our advertising with them, we take advantage of 
their strength and guarantee iced coffee a good start at the 
point of -sale 

Speaking ot point ot-sale, we've put together some ma 
erial which we believe will add to the campaign and enal le 
you to get strong brand identification, as well 

For instance one of the most striking nnovation 
recent years, in point-of-pur hase advertising is the mobile 
nd we've got a beaut! In brilliant colors, it has “‘Cool 
off with Coffee emblazoned across the to} with several 


(Continued on page 42) 
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Plan now tie 
with the Coffee Industry’s 


GREATEST 
ICED COFFEE 


PROMOTION! 


This 3-page advertisement sponsored by the Pan-American Coffee Bureau will run 
in the Saturday Evening Post on sale May 29. 


It will be supported by a full-page full-color advertisement in Look on sale June 26. 


Both publications will feature Iced Coffee in nationwide merchandising activities. 


Further impetus will be provided by powerful display materials to be distributed 
for restaurant and grocery store showing throughout the summer. More information 
about this will come your way by mail soon. 


This summer, for bigger sales, gear your own coffee promotions in with the industry- 
wide “Cool Off With Coffee” program! 


PAN-AMERICAN COFFEE BUREAU, 120 WALL STREET, NEW YORK 5, N. Y. * BRAZIL * COLOMBIA * COSTA RICA 
CUBA * DOMINICAN REPUBLIC * ECUADOR «+ EL SALVADOR * GUATEMALA + HONDURAS * MEXICO * VENEZUELA 
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WONDERFUL NEW WAYS T' 


save this page to help you | 


NOTE: This is a preview of the advertisement 
which will appear in full size and true color in 
the Saturday Evening Post, issue of June 2nd. 
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TO SERVE ICED COFFEE! 


you keep cool all Summer 


1. Coffee Float—drop a generous 
amount of your favorite ice cream into 
good iced coffee. Coffee ice cream is a 
natural, of course, and so is vanilla. But 
chocolate, mint and maple walnut are 
wonderful with coffee, too. Serve with 
crisp cookies. 


4. Iced Coffee Junior — makes the 
youngsters feel all “grown up” and it 
tastes so very good, too! Just sweeten 
their milk a little and color it with the 
cold coffee — you're the best judge of 
the amount. Serve in the same size 
glass that you use yourself. 


p Iced Coffee Mocha — so easy when 
you add a teaspoon of chocolate syrup 
or cocoa per cup. You can do this at the 
last minute or when you're making your 
good, full-strength iced coffee. Serve 
with cake — maybe your own delicious 
cocoanut cake. 


5. Coffee Julep — the coolest looking, 
coolest tasting mid-summer show .of 
them all! Just add a dash of mint flavor 
to your iced coffee and serve in silver or 
aluminum cups, well frosted. It’s such 
a festive way to take a “Coffee-break” 
in the afternoon or evening. 


Three 


3. Spiced iced Coffee — tantalizing to 
taste! Pour 3 cups vt hot, double- 
strength coffee over 2 cinnamon sticks, 
4 cloves and 4 allspice berries. Let stand 
one hour; strain. Pour over ice in four 
tall glasses. And note: this tangy cooler 
is very low in calories. 


6. Iced Coffee Viennese — topped with 
a snowy swirl of whipped cream, your 
iced coffee immediately becomes Con- 
tinental! It’s a delightful way to win 
praise from guests and family — an ele- 
gant way to top off dinner or supper. 
Serve with fresh fruit and berries. 


* ways to make delicious Iced Coffee every time ! 


Quick way 


Make your coffee double 
strength by using half the 
amount of water — pour 
over regular ice cubes. The 
extra-strength coffee com- 
pensates for the dilution 
from the melting ice. 


instant Note — if you use instant coffee, mix twice 
the usual amount of coffee with a little water (hot 


Pre-cooled way 


Make coffee full strength. You'll 
enjoy iced coffee more if you use 
1 Standard Coffee Measure (2 level 
tablespoons) of coffee for each cup. 
Cool in a non-metal container, 
tightly covered, for no more than 
+ hours, Pour over ice cubea, 


=" 


Send for this 
exciting, helpful, 
new booklet a 


FUN WITH 
COFFEE 


100 different ways to enjoy America’s favorite beverage 


A collection of the world’s finest coffee 
recipes glamorous serving suggestions, 
proper brewing methods — and the whole re- 
markable story of how your good friend, 
Coffee, reaches your table! 48 colorful pages. 


PAN-AMERICAN COFFEE BUREAU 


120 Wall Street, New York 5, N.Y 


Enclosed please find 25¢ for my copy of FUN WITH COFFEE. Send to 


ZONE STATE 


H 

' Fill in this coupon, enclose 25¢, mail to: 

i 

; NAME 
' 

' 

‘ 

STREET 

cITy 

' 


Coffee Cube way 


Freeze freshly brewed 
regular strength coffee into 
coffee cubes in the ice trays 
of your refrigerator. Then 
make and pour freshly 
brewed coffee over them 

delicious with no dilution! 


or cold according to brand) in each glass. Then 
add ice cubes and fill with cold water 


Good iced coffee always starts with good coffee 
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roast at winter-month capacity 


— all year ‘round 


What is the summer slump — a drop in consumption? 


Or is it really a slump in promotion? 


By JOHN F. McKIERNAN, President 


A couple of years ago, when Edward Aborn was pres! 
dent of the National Coffee Association, he wrote an article 
offering a solution to the coffee industry's so-called seasonal 
slump problem 

The 
‘on the rocks.” 

If we agree that the slump 
is in consumption only, then 
Mr. Aborn’'s solution should 
be all that we need to level 
it off. But perhaps we should 


determine whether the decline 


‘solution,’ he suggested, is double-strength coffe 


m consumplion 1s an effect 
rather than a CAWSE, 

In short, was it a slump 
in promotion that caused the 
drop in sales? 

Another question the in 
dustry should ask itself at 
this time is whether the pro 
motion of iced coffee has been given a really all-out effort, 
or only a_ half-hearted To pharaphrase an old 
axiom, ‘as you promote, so shall you sell. And if too 
many roasters take a defeatist attitude toward iced coffee's 
potential popularity, they can hardly expect it to grow. 

That full-scale promotion of iced coffee does boost the 
sales barometer has been proved both by aggressive restaura 


fling 


teurs and individual processors 

One regional roaster provided recent evidence of this 
with an intensified summer iced coffee campaign He 
reported a 20 plus per cent merease m July through Sep 
tember sales volume over the first six months Of 1955 

As for New York 
restaurateur, by properly preparmg and by aggressively pro 
moting iced coffee, sells as much coffee during the summer 


institutional business, a prominent 


months as he does in winter. 
Our main theme here is more aggressive promotion of 
* (Italics are ours) 
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National Coffee Association 


But let's just a moment with that 


reference to proper preparation of it 


iced stay for 


Here's a journalistic 
sequence which we regard as loaded with significance 
Two months Army Quartermaster Food 


Container Institute reported on a survey to determine the 
1S.000 ser 


and 


ago, the 


food and beverage preferences of more than 
At the top of the list, rating more popular than 
At the 


vicemen 
even steak, roast beef and friend chicken, was milk 
bottom of the list was iced cottec 

So much for the blunt recounting of a discouraging report 
But here's the meaningful follow-up. Just two days after 
the Quartermaster’s survey report was released to the press 
the New York Herald Tribune printed an editorial comment 
discussion of the other foods and beverages 


Following a 
mentioned, the editor concluded with this paragraph 

With iced 
but the failure of the soldiers to like it may only be indi 


cative of the difficulty of properly preparing so delicate 


coffee one enters the realm of controversy, 


ind demanding a beverage 
While the report itself gives us no cause to Ce lebrate, it 
is some consolation to know that at least one editor, without 
iny intercedence by the coffee industry, was able to pin 
point, with editorial pencil, one important reason for iced 
cottee's (All 
scryecants ind stewards please nota bene. ) 
As Mr. Aborn said in his article 


maximum year-round use of his 


showing in the poll service mess 


poor 


a SMart restaurateur will 


make 
summer as well as winter, he will keep his toasters toasting 


equipment In 
his grills grilling and his earning-—-by featuring iced 
coffee 

If enough restaurateurs do that, and if processors get 
behind the promotion of iced coffee, we should find roasters 
roasting at winter-month capacity all through the year 

But the benefits to be derived from successful iced coffee 
promotion extend beyond earshot of the cash register's 
bell. In the pattern of plant production and in other ways, 
the elimination of seasonal slumps in coffee sales offers 

(Continued on page 45) 
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for active support 
of the industry’s 
1956 ICED COFFEE CAMPAIGN 


LOOK TO 


Maxwell House, Instant Maxwell House, Sanka, Instant Sanka, Yuban & Bliss Coffees 


General Foods 


Products 


These fine brands 


From MAXWELL HOUSE opivision oF GENERAL FOODS CORPORATION 
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how deep is the summer slump? 


Studies show how temperatures affect coffee consumption. 
The summer slump is costly now — and 


The knowledge that hot-cottee drinking slumps in the 
summertime itself With 
the onset of hot weather people tend to shift trom hot 
drinks to cool, which means that they reduce their drink 
ing of cottee in the traditional hot-beverage form. 


is as old as the coffee trade 


always 
hot 


has tt 
been that 
weather means a decrease 1n 
drinking and 


Not only 
axiomatic 
hot - coftce 
therefore in coffee sales; it 
also has long been known 

but so far only by a small 
portion of the population 

that cotfee properly pre pared 
and served cold 1s a delecta 
ble drink. And_ yet, no 
major, sustained — effort 
ever been made to present 
iced coffee to the public and 


has 


to offer suggestions on ways of making a glass ol gz 0d 


iced coftee. 

By failing to promote iced coffee in a really 
way a great opportunity is being neglected 
become accustomed to turning to iced coffee with the ad 
days of summer, the seasonal decline 


effective 


It people 


vent of the “dog 
in coffee drinking and purchases would become less pro 
nounced or would disappear, depending upon the success 
of the promotion. The potential market is there; it just 
needs developing by means of thorough promotion cam 
paigns 

The purpose of this article is to show how deep the 
summer slump in coffee buying has been in recent years 
and, along with this, to indicate the re lationship between 
higher weather temperatures and hot-coffee drinking 

Although there are no othe ial statistics on how much 
cotfee is sold or consumed weckly or monthly in the 
Cotfee Bureau 


United States, the Pan-American receives 
each week from Market Research Corp of America 
(MRCA) estimates of all coffee pure hases—regular and 


instant by the 50,000,000 households in this country 
The cottee 
not been reliably estimated in short periods 
week or a month, but it can readily be estimated over 


amount ot absorbed in out-of-home use has 


Su h AS i 


longer periods such as a year 


The 


based on the 


MRCA estimates 


or tions, are 


By JAMES E. WOOD, Director of Research 


Pan-American Coffee Bureau 


it’s getting worse. 


actual coffee purchases made each week by a caretully 
constructed national sample ot households, In each otf 
these houscholds the homemaker maintains a diary, a 
record of how much coffee she has bought during the 
weck, the pric 4 paid and certain other information hes 
facts are sent regularly to MRCA for processing be 
cause of the way in which the sample ts constructed and 
the information recorded, the results have a high degree 
The statistical data this article, 
therefore, are based on the information 
which relates only to purchase ot cottee by households 
However, 75% of the coffee consumed tn this country 1s 


of accuracy used tn 


just describe d, 


consumed in homes 

The seasonal patte rn of household cottec pur hases. and 
consumption, 1s described by the gr iph in the accompany 
Complete monthly data are available trom 


ing chart 
being estimated ) 


1951 through 1955 (December 
To construct the seasonal pattern simple averages of total 


1955 


houschold coffee purchases have been found in ali the 


Januarys, all the Februarys etc. of the five-year period 


and to establish a monthly average for th period total 
divided by 60 


all base d on 


purchases during the five wer 


Thus, the index numbers on the 


years 
chart are 
that monthiy average, which equals 10 


If we looked at the monthly variations in Cotte: put 


(Continued on pare 0) 
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We're joining the industry-wide 
Iced Coffee campaign behind the 
slogan, “Cool Off With Coffee” 


COFFEE & TEA INDUSTRIES and The Flavor Field 


{ 
= 
= 4 
¥ 
: reir 
~ 
a 
4 
/ 
f 
/ 
/ 


Dr. Ernest Dichter, president and founder of the Institute 
or Motivational Research, pioneered in the introduction of 
motivational techniques in this country. Almost two decades 
igo, Dr. Dichter conducted his first 
motivations for Compton Adv: rising. 

lo date, the Institute, under Dr. Dichter's guidance, 
conducted than 500 major studies, numerous pack 


aging and ad tests, and has accumulated a library of over 


study of consumer 


Mas 


move 


100,000 individual consumer case histories. 

Associated with Dr. Dichter is a staff of some 30 special 
ity im the fields of psychology, soctology, anthropology, 
marketing and related social sciences, as well as 
fields of advertising, promotions, mercban 

The Institute 1s the largest 


falistics, 
experts 


m the 
and public relations 


firm im its field 


Although iced coffee is well liked by many millions 
of loyal consumers, its popularity is not general or un 
contested. There is still strong this won 
derful beverage on the part of too many Americans 
often the same people who dearly love their coffee when 


resistance to 


it is served hot. 

What are the sources ot 
this Opposition ? What can 
he colttee industry do to 
overcome this latent hositili 
ty? 
Motivational research has 
tound a number of reasons 
tor negative attitudes toward 
iced coffee. One of the 
most important, and most 
motivations 1S 
rooted in the 
of coftec We found, in 
fact, that the very properties which make hot coffee such 
a desirable and popular drink become liabilities rather 
than assets when they are thought of in conjunction with 
iced coffee. That is one of the circumstances which mak¢ 
the promotion of iced coffee a complicated task wrought 
with many difficulties 

To put it in the simplest terms, hot coffee is felt to be 
It is popular because it is hearty, aromatic, strong 
In contrast, the function of iced coftce 


remarkable, 


very nature 


a food 
and substantial. 
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the conflict of iced coffee 


When we understand consumer attitudes, 


we can turn liabilities into promotional assets 


By DR. ERNEST DICHTER, President 


Institute for Motivational Research 


is to be a light and cooling drink in hot weather, There 
fore a conflict arises whenever the conventional image 
of the “heavy” coffee interferes with the perception ol 


iced coffee as a thirst-quenching, light beverage. 
Listen to what some of our respondents had to say 


on this subject 


I never serve iced coffec I never tasted it It 


sounds thick and murky. It sound re 


sure doesn't 


freshing 
“Coffee seems more part of a meal and I want it 


hot. I do not think of coffee being a thirst quencher 

It is more in the food line, and iced cotfee is not 

one of my favorite drinks period.” 

What these statements mean is that to the minds of a 
large segment of consumers iced cotfce has no personality 


of its own but is only a reflection of hot coffee. The 
qualities and effects of the latter are auomatically trans 
ferred to the former-—a psychological phenomenon which 
makes it difficult to 
and cooling properties 
case with iced tea which, according to our findings, IS 


associate iced coffee with soothing 


Parenthetically, this is not the 


thought of by most people as an individual product 
quite distinct from hot tea and rich with its own set of 
desirable properties 

In the list of grievances against iced coffee an equally 
important place 1s occupied by objections to its physical 
appearance, its darkness and opaqueness 

When we investigated this particular source of resis 
tance to iced coffee, we found that people's expectations 
as to quenching their thirst have been conditioned by 
the circumstance that all cooling drinks, water, 
beer and wine, are transparent 
pattern has been established to the point where the very 
a drink seems to fulfill a physiological 


almost 


In other words, a visual 


appearance of 
function, 

For this very reason, one of the great basic advantages 
iced tea enjoys is its color and its pleasant transparency 
Respondent after respondent remarked approvingly on 
the cooling amber hue’ of iced tea, “whose very sight 
is refreshing.’ 

These aspects of iced coffee and, respectively, of iced 
tea are by no means negligible. Thirst is, in fact, not 
only a physical symptom, but goes with every characteristic 


(Continued on pape 47) 
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national publicity to back iced coffee 


An intensive publicity effort supporting the Pan 
American Coffee Bureau's summertime iced coffee promo 
tion 1s being planned by the Public Relations and Con- 
sumer Services Departments of the Bureau 

Special nationwide consumer publicity will be de 
veloped Articles and menus, designed to recreate inter 
est in drinking iced coffee and presenting different ways 
in which it can be served, will be furnished food editors 
of daily papers and leading radio and television food 
commentators. Consumer magazines will also be en 
couraged to feature varieties of iced coffee in menus and 
food articles during the summer months 

News events to keep iced cotfee before the consuming 
public throughout the country are being planned 

Feature and historical background stories are being 
prepared 

Iced coffee will be associated with the summer ‘Coffee 
Stop” highway safety campaign which the Bureau spon 
sors 

Drinkine iced coffee at coffee-breaks during warm 


weather will be encouraged and publicized 


Publicity tie-ins with related products and services are 
being explored by PACB, in order to give the program 
as wide a range as possible. 

Special events and projects where iced coffee can play 
a feature role will be developed. 

A comprehensive trade publicity program is also being 
planned. Material is being developed for restaurant, 
food, grocery, hotel and drive-in publications. 

Ways of serving iced coffee and increasing sales dur- 
ing the warm weather months will be suggested, 

Publications in the office management, employee, and 
vending machine fields will also receive material, with 
emphasis on iced coffee during coffee-breaks. 

All of the information disseminated in the various 
trade areas will be aimed at making it possible to capita- 
lize on this national iced coffee program. 

Special promotional suggestions for roasters and gro- 
cery stores to carry out in their communities are also 
being planned. These will provide closer iced coffee tie- 
ins between the two groups and, at the same time, gener 
ite publicity on a local level. 


food articles to tell ways to make it 


By ELLEN SALTONSTALL, Director of Consumer Services 


Pan-American Coffee Bureau 


This year, as the warm summer months approach, you 
will be seeing in your local daily newspapers, as well as 
nationally distributed women's magazines, the results of 
the Pan-American Coffee Bureau's greatest iced coffee 
promotion 

Our summer food public 
ty program will give all-out 
emphasis to the various ways 
in which iced coffee may be 
best prepared, as well as to 
the many interesting sum 
mer drinks which are based 
on iced cottec 

The proper brewing of 
wed coffee is of first im 
portance in our food pub 
licty campaign Elsewhere 
on this page you will find 
the brewing directions 
which will appear, not only in our advertising, but in 
many of our iced coffee releases, Aside from the di 


‘ 


rections which require regular coffee, we are also men 
tioning the value of instant coffee in preparing summer 
beverages. 

This season, however, in line with the findings of our 
recent motivational survey, we will also make frequent 
mention of the many ways in which coffee can be used 
as a base for a great variety of appetizing summer drinks 
Fortunately, coffee combines happily with many spices 
and flavorings as well as a number of liquors and liqueurs 

If you are thinking of conducting a local iced cofte 
promotion for your brand, you might consider the possi 
bilities of a recipe contest in your city. Such a contest 
could make an interesting feature of your local advertis 
ing and you might even be able to interest your lo al 
food editor in taking over the job of choosing the winners 

To give you a better idea of the possibilities to be found 
in the variations on the iced coffee theme, here are a few 
recipes from our files. You might even like to try them 
out yourself to see how truly delicious they are 


See facing page for iced coffee recipes 
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COFFEE-HONEY MILK SHAKE 


For four servings, add one cup of milk and Y4-cup 
cups o} rong, pre-cooled coffee. Beat well 
Pour into tall glasses 


honey lo 2 
uith rotary beater until frothy 
filled with ice. 


MOCHA SODA 


ly, cups cold 
strength coffee I 
VY, cup milk Sparkling water 
Combine coffee, milk, sugar syrup. 
tall glasses. Put \ scoop of chocolate we cream in each 
glass. Fill with Makes 4 


SEVUINGS 


cup sugar syrup 
pint ¢ hocolate ice cream 


Divide among 4 


glasses iparkling water. 


CARAMEL ICED COFFEE 


Boil equal quantities of brown sugar and water for 
10 minutes. For each serving, tablespoons 
brown sugar syrup and V4 leaspoon rum flavoring in tall 
glass. Add ice cubes. Fill glass with freshly made, 
double-strength coffee. Top with whipped Cveam 


combine 2 


COFFEE MALTED 
For two servings, mix together with a rotary beater 
114 cups strong pre-cooled coffee, VY, cup light cream, 4 
tablespoons malted milk powder and \/, cup light corn 
syrup. 


SPICED ICED COFFEE 


Pour three cups of hot, double-strength coffee over 2 
cinnamon sticks, 4 cloves and 4 allspice berries. Let 
stand one hour; strain, Pour over ice in four tall glasses, 


Serve with cream and sugar 


CREAMY COFFEE FOAM 


V, cup heavy cream 
Bottled cream soda 


\, teaspoon Angostura bit 
lers 
2 cups strong cold coffee 
Combine coffee, bitters and cream; divide among 4 
decorative glasses Add ice cubes Fill glasses with 
cream soda, Stir gently to mix. Or, use cold coffee and 
thoroughly chilled cream soda and dispense with the ie. 
if you prefer. 


on the iced coffee theme 


QUICK WAY 


Make your coffee double strength by using halj the 


amount of ut 


pour 


over 


regular 


ube { 


The 


extra-strength coffee compensates for the dilution from 


the 


melting 


PRE-COOLED WAY 


Make coffer full stre ngth 
more 1f you use \ Standard Coffee Measure (2 level table 


spoons) of coffee for each cup 


Cool im 


CONLAINEY, ughtly covered, for no more than 


Pour over 


Freeze 
coffe cube; 


make and pour fre bly brewed coffee aver them 


with no 


in the ice trays of your refrigerator 


cube 


COFFEE 


dilution! 


brewed 


regular 


CUBE 


WAY 


strength 


FROSTED COFFEE HAWAII 


2 cups strong 


Combme cold coffee 
Beat thovoughly 
nntil the 


ble nde 


mto tall glasse 


cold « off ‘ 


with a 


Make 


4 


rolay y 


/ 


COffe 


You'll wed coffee 


a non-metal 


hours 


The 


de ln 


1 cup chilled pineapple jurce 
1 pint soft coffee we cream 


pine ap ple 


smooth and foamy 


) 


md 


CLE he adler 


sevvings 


(ream 
electru 
Pour 
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100% Pure Instant Coffee 
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4 

4 

4 

4 

4 


Produced for your own label by an exclusive 
high-vacuum, low-temperature process. The 
right coffee to offer your customer for Iced 
Coffee. Our crystalline Instant Coffee 
dissolves instantly, even in ice water. 
Tie-in with the industry-wide Iced Coffee 


promotion for your share of the $100,000,000 


sales potential. 


* 


HOLIDAY COFFEE CORP. 


SOUTH STREET WALPOLE, MASS. 
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Yes! 


(John S$. Williams is the offiwer in charge of the J. A 
account, among others, for his agency. He 
is a member of the Public Relations Committee of the 
National Coffee Association, and is included in the Printers’ 
Ink volume of the favorite works of the 100 top copy- 


wrilers.) 


Folger G Co. 


Do as I did! Go around to several supermarkets and talk 
to the profit-minded managers. Ask them if they believe 
iced coffee can be promoted in their stores 

Chances are you'll get one unanimous answer: “No, 
for very few of my customers drink 


and 


they will add, 
iced coffee 
Next, go around to the 
coffee roasters and ask them 
the same question. I’m pretty 
sure that most will smile and 
shake their heads and tell you 
as politely as they can that 


iced coffee cannot be pro 
moted in grocery stores or 
anywhere else They will 


probably also tell you that 
coffee is a hot drink and that, 
as sure as day'n night, coffee 
sales must face the invariable 
decline of the summer months 


Ask some bright eyed 


Then try one more “go around 
same que stion This 
In fact you lI get 


que sitions h 


marketing man you know the time 


you will not get an immediate answer 
a lot of questions thrown right back at you 
as Has there really ever been any promotion of iced 
cotte? Has it consistent? Has it received the full 
support of the What res¢irch do you have on 


whether people like i ed coffee, or whether they know how 


been 


roasters? 


to make it? et etc. 
Armed with the answers you'll give him, he will tell you 
in no uncertain terms that promoted in 


for any product that the consumer d mands and 


iced coffee can be 


retail stores 
any product on which there is a decent margin of profit will 
get the full-hearted support of any retailer 
All of this means that I believe iced coffee can and should 
be a popular drink if it ts promoted strongly and consistently 
No matter how good the promotion, it would take many 
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can iced coffee be promoted in food stores ? 


lf we take dead aim at the retailer and convince him 


we're serious about selling a growing iced coffee market. 


By JOHN S. WILLIAMS, Senior Vice President and Director 
Cunningham & Walsh, Inc. 


years to do the job, as it always takes time and money to 
change a national habit. It needs the backing of everyone 
concerned. It needs the conviction that it will succeed. It 
needs the full weight of a big appropriation. And, most 
of all, it needs time—almost a decade to get real results 
This may be a slight overstatement, but my own diligent 
research has failed to uncover any really aggressive or con 
So little 


sistent national program to promote iced coffee 
whether 


has been done, I'm led 
or not the American public consumes iced coffee 

There seems to be an attitude among some roasters that, 
because most restaurants and many housewives serve poor 
iced coffee, the American public has renounced the product 

Admittedly the usually inferior produc t, which has mas 
queraded dS iced cottee, probably has contributed to a 
But isn't there some way 


to believe no one cares 


lack of desire for iced coffe 


to teach, to educate consumers how delicious and enjoy 
able iced coffee can be? Isn't it possible that the Ameri 
can public, which has learned to drink Coca Cola, iced 


tea and many other drinks which have an acquired taste 
can be enticed and taught to drink iced coffee / 

Because there has been so few and such feeble attempts 
that extra advertising 


to promote iced coffee, I know 


and promotional pressure will be needed to interest the 
retailer 

We must Nobody 
wants to drink coffee in the summertime! I'm sure it’s 
We all know that we 


seems to 


not believe him when he says 


really because we're poor salesmen 


sell less during the hot months Therefore, it 


me that our opportunity for more business les in the 


development of a strong consumer desire to drink iced 
cottec 

It seems reasonable to assume that coffee, the most 
popular hot beverage known, can be a highly desired and 
popular iced drink 

In the development of a promotion for iced coffee, we 


must remember that sales made in advertising can be lost 


if you do not follow through to the point-of-sale. Ther 

fore, we must take dead aim at the retailer, and have 

something that will convince him that we're serious about 
lling coffee to a growing market of tced coffee con- 
mers 


make him want the promotion enough to 
(Continued on page 434) 
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NESCAFE 


helps sei 
the enjoyment of 


ICED 
COFFEE 


by emphasizing 


refreshing lift 
of iced coffee 


Nescafe’s instant 
and complete solubility 


Ease of making with 
Now—Satisfy Your 


Extra-rich flavor, not il 
se down by COFFEE HUNGER 
ti g . 

with iced NESCAFE 


That’s why —-tastier coffee made ia modern way ! 


On a sizzling summer day, there’s 


Nescafe nothing more refreshing than iced 
coffee. And no easier way to make 
delicious iced coffee than with 
Nescafé! Here’s all you do: 


Dissolve one rounded teaspoonful 
of Nescafé in a glass half filled with 
cold water. Stir, add ice cubes and 


* 
avorite water to fill. Mmm. . . wonderful! 
This is iced coffee that truly satisfies 


your coffee hunger! 


©1955, The Nestlé Company, Inc. 


When youre hungry for tastier coffee, try Ne 


TR 


TEA INOU Field 


| A . 
4 
j 2 
4 
4 
‘ SCA nothing but 
7 INSTANT coffee / 
COFFEE 
| 
28 OFFI 


Some top restaurants have been doing it. 


Pass these methods along to your institutional customers, 


to help them step up their summer coffee sales. 


There is no substitute for a cup of good coffee. Yes, 
coffee is the “number one’ food item customers consider 
in choosing an eating place. If the coffee's good, the 
food is presumed to be, and many successful and profitable 
operations have been built on just this premise. 

Not only is coffee a traffic-builder, but coffee itself con 
tributes importantly to net profits in the institutional 
field. Each year Americans drink approximately 123.5 
billion cups of coffee and spend approximately $2.6 bil 
lion for 32.1 billion cups purchased out of the home. Yet, 
cach summer, institutional coffee sales fall off as customers 
turn from hot coffee to cool drinks 

The alert fountain and restaurant operator keeps his 
coffee brewing equipment perking efficiently and pro 
fitably all summer long by promoting iced coffee. Many 
smart merchandisers recently, and with little promotional 
help from the coffee industry, have kept thew coffee sales 
high by featurmg wed coffec 

Before detailing how all outlets can profit by tying-in 
with the Pan American Coffe Cool Off With 
Coffee’ promotion, lets look at a profile of some successful 


A recent 


Bureau's 


operators who sold more iced coffee last summer 
questionnaire reveals this picture 
| The coffee is gene rally pre cooled. Regular strength 
hot coffee is drawn from the coffee urns one or more 
times each day and then placed in a non-metalli 
container a glass dispenser 
2. The coffee is not weak or diluted. After cooling, 
the coffee is taken from the iced coffee dispenser 
This, of 


usually 


and then poured over ice in a tall glass 
course, minimizing the dilution of coffee which oc 
curs when regular strength hot coffee is poured 
over ice 

3. Kind and size of glass: A clear 
12-ounce glass iS most often used 


Solid ice 


unfluted, 10-or a 


cubes are used more often than crushed 


UARY 
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keep restaurant cash registers hot 


By SAMUEL S. MOODY, Merchandising Director 
Robert W. Orr & Associates 


. . . With iced coffee 


Iced coffee service in a restaurant with high summer coffee sales. 
Beverage is pre-cooled, drawn from a dispenser, poured over ice in 
tall glass. Coffee ice cream topping the drink is popular. 


ice, with three such cubes being used gene rally 
black 
with use of cream and suyar being 


Iced coffee is served with cream and sugar 


on the side 
reported as about the same’ as for hot 
6. Menu-wording, together with menu chiy ons, were 
iced 


extra promote 


the most 
ofte ( 


A popular feature was iced coffee with a coftee ice 


frequent ways to 


cream float 
There is a feeling among some in the coffee trade that 
ed coffee is a difficult drink to promote 


is factual evidence 


Contrary to 


this feeling, however that iced coffee 


does have acceptance and does sell--when it is promoted 


milk 


(Continued on page 48) 
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CLOSE HARMONY 


Close harmony on the 1956 Iced Coffee campaign can mean 
the end of your “summer slump.” 

According to research, there is a $100,000,000 sales potential 
waiting to be tapped. If each of us does his share, this 
potential can become a reality. 

Let’s plan now to merchandise, advertise and Sell Iced 
Coffee this year. 


Get behind the industry-wide slogan, “Cool Off With Coffee.” 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE BROKERS AND AGENTS 


SAN FRANCISCO) — CHICAGO — NEW ORLEANS — NEW YORK 


tts pays to trade the Ruffner way? 
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During the past few years instant coffee in general- 
and Nescafé in particular—has gradually become accepted 
as the “company coffee’ instead of just a one-cup con 
venience coffee. 

It is served at family gatherings nowadays. This ts 
especially true in the hot 
weather months. Nescafé 
makes a splendid iced coffee, 
rich and satisfying. It ts 
soluble in cold water and it 
retains its fresh, hearty fla 
vor when served iced either 
by the glass or pitcher, 

Capitalizing on Nescafé's 
natural advantages as an iced 
coffee we merchandised this 
aspect with special empha 


sis during the summer of 
1955. Ordinarily, there is 
a seasonal slump in coffee 
People tend to turn to other beverages and soft drinks 

Current estimates of the total dollar sales, on an in 
dustrywide basis,of instant coffee are $350,000,000 an 
nually, Of this sum but $60,000,000, or less than one 
fifth, is spent during June, July and August And of 
this $60,000,000, probably $10,000,000 represents sales 
to consumers who use their instant coffee as an iced coffee 

This ten-million-dollar slice of the instant coffee mar 


summer 


sales during the 


ket can readily be increased, I believe 


merchandising last 


Our advertising and efforts of 


summer were aimed at capturing not only a greater share 
of the iced coffee market but also of the soft drink 
market 

In this connection our Director of Home Economics 
Mrs. Helen J. Britt, distributed a great deal of informa 
mation concerned with delicious cold drinks and desserts 
that can be made easily with Nescafé. Some of these 
are a Mocha Milk Shake, a Nescafé Soda, 
Café Float and a Coffee Banana Cooler. She told 
clearly and simply how best to make iced Nescafé: “Fill 
a tall glass half full of cold water. Add one rounded 
Nescafé. Stir. Add ice cubes cold 
to fill the glass. Drink, and help yourself to 


It's easy enough to make.” 


a Creamy 


also 


spoon of and water 


or milk 
a ‘second.’ 
Instructions were also given for making Nescafé by the 
pitcher-full, in which she pointed out that quantities 
need not be made ahead of time and cooled in the re 
frigerator. A large quantity of iced Nescafé can always 
be prepared in little more time than it takes to draw 
cold water from the tap 
Our 1955 iced coffee promotion included newspaper 


and radio advertising as well as commercials on our 
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iced instant coffee — $10,000,000 infant 


By JOHN E. THOMPSON, Product Manager, Nescafe 
The Nestle Co., Inc. 


Our point-ot sale 


coast-to-coast summer TV _ broadcast 
merchandising included shelf markers, widely used in 
stores across the country, which were distributed by our 
These included detachable tabs for customers, 
with iced coffee directions on the front and a recipe for 
a Coffee Cooler on the reverse 

An intensive demonstration program in stores and to 


sales staff. 


women's groups included servings of iced coffee and 
instruction on its preparation by the pitcher full 

All advertising in this campaign called attention to the 
fact that the flavor of Nescafé always stood up despite 
the addition of melting ice cubes 

While iced coffee advertising was done on a na 
tional basis, we concentrated particularly on the markets 
with the greatest potential via newspaper campaigns, radio 
spots and special consumer offers Stores were also 
provided with mats to insert in their own advertisments 


urping customers to buy Nescalé for use as an iced 


coffee. 

Our efforts gave Nescafé its biggest summer sales since 
it was originally introduced in 1939 as the world’s first 
modern instant coffee 

It is true that instant coffee is gaining in popularity 
with each passing yeat However, coffee offers 
a great potential for even larger sales, particularly in the 


d 


summer, when coffee sales normally slump 

Instant coffee is certainly ideal for iced coffee as out 
advertising said. It is a market which I am could 
If the full potential of iced instant 
that the seasonal 


sure 


be expanded widely 
coffee were realized, it conviction 


slowdown in instant coffee could become virtually d thing 


1S my 


of the past 


Mocha milk shake is one of the inviting variations of instant iced 
coffee introduced by the home economics department of Nestle. 
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ROBUSTA COFFEE 


from 
Coast 


(FRENCH WEST AFRICA) 


Source of the IL ncreasingly Popular 
Neutral Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFIH AVE., N. Y. 20, N. Y., Cl 5-7974 


COFFEE & TEA iNDUSTRIES and The Flavor Field 
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the instant key to iced coffee sales 


There seems to be a general agreement within the in- 
dustry that trying to sell iced coffee is as difficult as 
selling ice boxes to Eskimos or finding needles in hay- 
stacks. This 1s a defeatist attitude! 

Those rare moments when a roaster has spent some money 
on iced coffee advertising, he has either invested too 
little to make much of an impression, or his agency has 
not bothered giving the same thought and care to that 
summer campaign as they probably had to his regular 
coffee program. 

Taking this historical attitude into consideration, we 
have also been guilty, in the past, of allocating a very 
few dollars to one or two ads suggesting the use of ice 
cubes made of coffee, etc. Then a thought occurred to 
us. Why not instant coffee? Why can't we convince 
consumers that iced coffee is a tastier, more refreshing 
summer beverage than soda pop or other concoctions ? 

After researching the subject of iced coffee, our people 
came up with several arguments against iced coffee. First, 
consumers were offered dozens of recipes on the prepar 
ation of iced coffee, each contradicting the other. Second, 
the heat of summer made many people too lazy to stand 
over a hot stove boiling water, brewing a pot of coffee 
double strength, and so on. 

To overcome these arguments, we pointed out that one 
could produce a tasty cold drink by just mixing Jomar 
Instant Coffee with cold water, adding ice and drinking 
Convinced that instant coffee was the solution to the 
problem of selling consumers on iced coffee, we insisted 
that our ad agency devote at least as much time develop 
ing a summer advertising program as they spent on our 
regular coffee campaign. 

Our iced coffee campaign consisted of transportation, 
magazine and radio advertisements because we felt that 
at the best selling times 


better time to convince a 


we could reach our audience 
through these outlets. What 


person that iced coffee is refreshing than when he or she 


How iced coffee began 


The coffee industry's 1956 wed coffee campaign may 
be coming on the 125 anniversary of its discovery 

According to one source, coffee as a cool drimk began 
among French colonial troops m the hot deserts of 
North Africa. They mixed coffee syrup and cold water 
and liked the cool relief they found in the beverage 

The name of their fortress, Mazagran, gave the name 
to the drink reached Paris, became 
known as Cafe Mazagran. 

Iced coffee, served im a tall glass with ice, 15 ordered 
hy that name m France today 


when ut where it 


FEBRUARY 


By JOSEPH B. MARTINSON, President 


Jos. Martinson & Co., Inc. 


Joseph B. Martinson, president of Jos. Martinson & Co., Inc., points 
to “animated” iced coffee subway card used in Jomar drive last 
season. Watching is Mrs. Kay Anderson, vice president of the com- 
pany which helped design the “animation” feature. 


is crowded into a steaming New York subway car? 
Radio and magazine-wise we plugged the simplicity 
of preparing iced coffee with Jomar Instant. Such top 
salesmen as disk jockey Jerry Marshall, of WNEW’s 
‘Make Believe Ballroom,” in their most convincing man 
ner, described how simple they found iced coffee to make 
At the same time, we found an unusual plastic lens 
material which, when placed over specially printed signs, 
pave the illusion of animation. We applied this material 
What hot and thirsty subway 
fying man, which 


to our subway car cards. 
travelers saw was the familiar “Jomar 
is our trademark, enjoying a glass of iced coffee while 
The illusion of tilt 


wearing a pair of swimming trunks 
cotter 


iced was perfect, 


ing a glass and drinking the 
and we received hundreds of requests for cards, including 
one from the Menninger Foundation (for reasons un 
explained), and from dealers who wished to put the 
card in their windows 

To back up our advertising, we produced thousands of 
smaller point-of-purchase display signs made out of this 
Interestingly enough, we found 


‘animating’ material 


more than 65% acceptance of our animated displays by re 


tailers 


The campaign lifted ws out of the “summer doldrums, 


too. Sales were refreshingly better than might have been 


expected more than enougn to continue year-round 


planning 
Iced coffee Can become po} ular summer be ro 
vided 


measurements 


consumer 18 not encouraged to stretch 


Iced coffee 15 me 


strength is undiluted 


that the 


enjoyable when it’s 
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Let’s support the industry— 


wide Iced Coffee campaign. 


C.A. MACKEY & CO., INC. 


NEW YORK, N. Y. NEW ORLEANS, LA. 
Port Au Prince, Haiti Ciudad Trujillo, Dominican Republic 
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The role of the coffee salesmen in the coming industry- 
wide iced coffee promotion is an important one. For no 
matter how big a promotion program may be, unless 
the gap between the roaster and the retail outlet is bridged, 
it will not be successful. 
There is a constant need 
for the coffee salesmen to be 
alert to his company's pro- 
motional plans. This serves 
not only for answering in- 
quiries from his customers, 
by means of developing 
wider use and acceptance ot 
his company's product. 
Many promotional 
grams have been rendered a 
bad service by the lack of 
planning in advance for 
proper space in the retail 
outlet. Failure, too for the retail stores to have the necessary 
material in time to tie-in wih he program has been another 


pro 


cause contributing to unsuccessful campaigns, 

The coming Pan-American Coffee Bureau's 
time iced coffee promotion offers an ideal program from 
which the coffee salesmen can benefit 

The program is aimed to help offset the coffee in 
dustry’s losses—over one hundred million dollars—dur 
ing the months of June, July and August. Part of this 
loss is the salesmen’s. During the summer months, soft 
drinks and beer drain away a big percentage of his 


summerf- 


usual sales 

This summer, with the biggest iced coffee promotion 
in recent years underway, he will have a chance to do 
something about it. We are producing a spectacular three- 
page color gatefold in the Saturday Evening Post, a color 
page follow-up in Look; an eye-catching iced coffee color 
mobile; shelf talkers and streamers; promotion in restau 
rant and grocery magazines; a new 32-page coffee recipe 
booklet; and a “full-strength” publicity campaign 

The coffee salesmen will have plenty to work with to 
get coffee’s (and his) share of summer sales. He'll have 
plenty to tell his customers. It can't all be done the first 
year, but with his cooperation (and his company’s) this 
summer could be the turning point towards a steady climb 
for iced coffee sales 

Improper preparation and serving has in the past 
thwarted the acceptance of iced coffee. The big gatefold 
and the other literature stresses the correct preparation 
and various ways to make delicious iced coffee. 
It the salesmen will learn the methods, and 
them on to his restaurant accounts, as well as explaining 
to his grocery accounts what is being done to increase 


vives 


best pass 


1956 
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your salesmen’s stake in iced coffee 


By NED K. ROUSH, Field Representative 
Pan-American Coffee Bureau 


coffee sales, he will be taking a big stride towards bigger 
volume. 

The salesman can take full advantage of the colorful 
banners and shelf talkers, and the attractive mobile. 
With all this material, he can help grocery accounts sex 
up special iced coffee display sections, This is the logical 
follow-through for the consumer advertising we are doing. 
The displays are attractive and colorful and could give 
summer coffee sales the much needed boost. 

The salesman should be sure his company is aware of 
all the material that is being made available to the trade. 

The coffee salesman’s accounts might wish to have an 
iced coffee day or week when it first gets warm. This 
can be a great sales stimulant and get brand prominence 
and display space. The mobile with the brand prominently 
displayed, along with the other material and streamers 
with the brand featured, announcing the date of this 
special iced coffee promotion, would all tie-in to help the 
salesman lift his sales this summer, 

Here are some pointers which coffee salesmen might 
keep in mind 

|. Help setup end-aisle displays, mass floor displays, 

dressed up shelf displays. 


». Help arrange attractive window displays. (For 
example, a window could be built around reprints 
of the Bureau's gatefold ad, and feature the book- 


(Continued on page 40) 
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"The boss is supporting the iced coffee campaign!” 
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This is the year to 


tie-in your promotion 
with the industry-wide 
Iced Coffee campaign— 


“Cool off with Coffee” 
BUNGE correc Inc. 


NEW YORK—94 FRONT ST. 
SAN FRANCISCO—465 CALIFORNIA ST. 
LOS ANGELES—1855 INDUSTRIAL ST. 
BUNGE CANADIAN TRADING CO., LTD. 
1510 Drummond St., Montreal ¢ 321 Bloor St., Toronto 


HOELLER 


Full-Automatic Flat Bag 
Filling and Sealing Machine 


Saves time, money, labor and space by 
combining filling and sealing operations on 
one machine. 


Can be used for glue or heat-sealing—or will 
combine both sealing methods. 


Ideal for packaging coffee for glass coffee- 


makers. 


Write for illustrated, descriptive folder. 


ULBECO, INCORPORATED 


19 RECTOR STREET 
NEW YORK 6, N. Y. 
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“Our iced coffee promotions pay off” 


We believe in iced coffee. 

We have reason to. For nearly ten years we have been 

using iced coffee as a lever to pry summer sales upward 
and we have succeeded, 

We no longer have much of a summer slump. 


If this 


trend continues, not too 
long from now we won't 
have any. 

As a matter of fact, sev- 
eral individual summer 
months have been 
our best in the past three, 
four years. In part this was 
due to price fluctuations and 
stock positioning. But we 
feel a major factor was our 
iced coffee program. Evi- 
dence of this is the fact that 
the coffee didn't stay on the 
grocers’ shelves. It moved into consumption 

Iced coffee 1s the name of several completely different 
drinks. But for the sake of clarity, let us ignore the 
obvious variations in iced coffee caused by the kind or 
type of coffee used to make it. There are still two 
widely different iced drinks, namely, iced coffee served 
black and iced coffee with cream. 

The latter is a delicious dessert drink, somewhat com 
Its appeal is obvious 


among 


parable to an ice cream soda. 
and so is the consumer's fear that it is overly high in 
calories. 

In contrast to iced coffee with cream is plain black 
iced coffee—preferably served with ice cubes also made 
from. black Black coffees 
thirst-quenching, delicious, stimulating summer beverage, 


coffee iced offers itself as a 
with the extra advantage of being non-calori 

We 
favoring the 
tising. We 
way posters all year round, but summertime copy stresses 
the iced coffee use 

The more we and all coffe 
mote iced coffee, the bigger the pot for us all 

What ts ir in our industry 


1S especially true in the 


somewhat 


have consistently promoted iced coffee, 


black-iced-coffe 


television 


version, in all our adver 


use radio, newspapers and sub 


other merchandisers pro 


true 12 months in the ys 


summer period; an ounce of 
promotion ts worth a pound of pep talks 
Here's what we do about it, as shown by quotes from 
| 


typical Savarin summer-time commercials 


JULY 19th RADIO SPOT ON TEX & JINX (WRCA) 


il 


lag these hot-and-hothersome day 
But regardless of 


“As appetites 


rr 
p lanning Le pretty diffi ult, doe pat wt? 
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By JOHN E. MAZZEI, Sales and Advertising Director 
S. A. Schonbrunn & Co., Inc. 


Because this is one coffee that's ust as delictous 
That cottee-er coffee flavor comes through 
when you se he cubes... and it's even richer lasting if you 
use black we cubes, made by freezing Savarin Coffee in your 


regular tee tray.” 


Coffee. 


toed as tt ts bot. 


FROM THE AUGUST 29th BROADCAST 


"Don't be fooled by the calendar. There's sll 
plenty of hot weather ahead, plenty of times youll enjoy 
a tall cooling glass of wed Savarin Coffee, And if you want 
WU to be doubly delicious, use black wwe cubes made by freez- 
mg Savarin Coffee in your regular ice trays. As the black 
cubes melt in your glass, you get more coffee, instead of 
water in your coffee. . .which makes it even coffee-er. 

but wed or hot, Savarin is always outstanding for its 
richer taste, tts superb body, its inviting aroma.” 

This take-it-hot-or-cold-but-make-it- coffee 
been used with excellent results in the Savarin television 
commercials (notably on their Saturday Night News, over 
WRCA-TYV, in New York). Taking commercials at ran- 


we find these interesting approaches to the prob 


theme has 


dom. , 
lem 


THE JULY 30h SATURDAY NIGHT NEWS SPOT 
SHOWED BOB WILSON ASKING: 


“Why do people become so enthusastic over Savarin Cof 
fee? Because Savarin is the richest tasting cottee-est coffee 
of them all! 

“And that's you drink wt hot (CAMERA 


true whether 


SHOWS HAND POURING HOT COFFEE INTO CUP) 
ov poured over we cubes (HAND POURS COFFEE INTO 


(¢ mtinued ov pike 


noes Deer CED Copp 


ge” 


ts 
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keep restaurant cash registers hot 
(Continued from page 29) 


sponsor aggressive summer promotions, The tea people 
sponsor National Iced Tea Time in July, the American 
Dairy Association has June as Dairy Month. And, of 
course, the brewing and soft drink industry peak their 
advertising and merchandising efforts during the summer 
months 

Our industry has had no such ‘week’ or “month” to 
promote iced coffee, and, since the war, there has been 
little if any effort to push this cool, refreshing drink with 
a flavor that has such universal acceptance throughout the 
country 

Summer, 1956, however, will see an end to the indus- 
try’s hiatus on iced coffee as the bold, dramatic “Cool 
Off With Iced Coffee’ program is launched to promote 
iced coffee and various iced coffee drinks. 

This exciting promotion, outlined elsewhere in these 
pages, will provide the institutional trade an Opportunity 
and a theme to keep their coffee sales up during the sum- 
mer months. With the restaurant trade's support, and 
through the cooperation of all segments of the coffee 
industry, new life can be imparted to this neglected 
drink. Glamorized ice coffee can increase sales and help 
level out consumption during the years to come. 

One of the surest ways to increase iced coffee consump- 
tion is by serving a better glass of iced coffee—one which 


is not weak or diluted. Most operators continue to serve 


regular strength hot coffee over flaked ice. This turns 
into a glass of iced coffee with little character or flavor. 
Remember, just as a cup of good hot coffee builds pro- 
fitable repeat business, so will a glass of good iced coffee. 

Therefore, smart coffee salesmen with institutional ac- 
counts will stress these accepted methods for preparing 
iced coftee 

1. The pre-cooled way 

2. The extra-strength way 

3. The coffee-cube way 

Although the extra strength way served hot over ice 
makes the best iced coffee (for most of the aroma is there) 
it is not practical for most mass feeding operators because 
it entails the operation of an additional urn. As for 
frozen coffee cubes, while excellent for home consumption 
and institutions with solid ice cube machines, its applica- 
tion commercially is still in the future. 

Based on the profile we have described, pre-cooled regu- 
lar strength coffee seems to hold the most promise for 
establishing a uniformly better iced coffee drink. 

Another way to increase iced coffee consumption is to 
suggest to operators that the drink be glamorized. In the 
iced coffee ads appearing in the Saturday Evening Post 
and in Look, six new and exciting ways to serve iced cof- 
fee are pictured. Again, the on-the-ball institutional 
salesman will show this ad to his customer. 

In this connection many restaurants 
Childs restaurants in the East, for example 
summers now have been featuring iced coffee. 

(Continued on page 68) 
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Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


Members: 


NEW YORK COFFEE AND SUGAR EXCHANGE, INC. 


GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
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seasonal slumps can be licked! 


By DONALD L. STEVENS, Account Supervisor 
Grocery Products 


Bureau of Advertising 


Cotfee roasters need not undergo a summer slump any 
more than soft drink manufacturers a winter wane or 
furriers a fall fiasco. 

There will always be scasonal variations in many in 
dustries; but American businessmen are a remarkably 
resourceful and creative lot of 
men, and their achievements 
in taking up a good deal of 
off-season slack are numer 
ous and stimulating 

A classic example is that 
of the tourist haven, Cape 
Cod, which has had _ little 
difficulty selling its attrac 
tions during the summer va 
cation season, but which, 
like many another resort, re 
flected longingly on how 
nice it would be to extend 
the season, cover the fixed expenses that go on all year 
round, and enjoy the higher profit: margin such extra 
business could bring. 

Reflection turned to action and, by gosh, they ve done 
it—in 1948 for the first time, and each year since. They ve 
done it by creating new off-season attractions, by appeal 
Ing to prospects with special interests rather than th 
summertime family and school-crowd trade and, most of 
all, by carefully planned, carefully timed and carefully 
plac ed promotion. 

The formula was disarmingly simple 
men bass fishing derbies a tuna competition, a dog show; 


Give the sports 


invite artists to come and paint the Cape when its “un 
spoiled charm” shows off its best; give golfers a tourna 
ment, and antique lovers an “open house” with a map 
and guide to antique centers; advertise in the newspapers 
within a short radius of the Cape, because that's where 
most of the visitors come from anyway, and particularly 
during off-season, when vacations are short and travel 
time must be kept at a minimum 

In the very first year of its Indian Summer promotion, 
the Cape Cod Chamber of Commerce—on a $3,500 in 
vestment for newspaper advertising—drew almost $1,000, 
000 of new business, above and beyond the regular season's 
volume 

You might also take the case of the Delaware, Lacka 
wanna & Western Coal Co., which some years ago under 
took the “hopeless” job of selling heat in the summer 
One very attractive angle was the fact that coal production 
costs less in the summertime; therefore, the more ‘‘blue 
coal’ (DL & W's brand) mined in the summer the better 
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American Newspaper Publishers Association 


But storage costs were high. In order to really capitalize 
on the favorable summer production costs, the coal had 
to be marketed as quickly as possible. During the sum 
mer, that 1s. 

Again newspaper advertising carried the burden, plus 
heavy dealer promotion, plus a budget payment plan for 
customers, plus lower prices The plan turned out so 
successful in promoting coal sales, that the company ex 
tended its summertime push to such items as heat regu 
lators, automatic stokers, et 

S.milar accomplishments have been chalked up by many 
The soft drink industry, for example 


to bring this down to the be verage fhe Id 


Other industries 

Soltt drink manufacturers and thes bottlers were 
plagued for years by the sight of costly plant equipment, 
and sales organizations lying idle during the winter, After 
carefully studying market potentials and consumer wants, 
and by developing appe als designed to increase soft drink 
demand in the winter, they have boosted “off-season” 
volume to the point where more than 207 of consumer 
purchases of the product now take place in the three 
months of December, January and February 

The cotfee industry of course has also looked to the 
time when it could level off its seasonal dislocations in 
sales volume 

Much progress has already been made 
simple fact of having a product to market that lends it 
self exceedingly well to both cold and hot weather use 
But there is a good deal of room for more summer 
business 

What has been missing, perhaps, in the sales develop 
ment program, has been the industry's seeming lac k of 
promotional enthusiasm 

A good product and a high market potential, of course 
do not by themselves create high sales volume Pro 
motion 1s the key to capitalizing on these idvantayes 
Especially, well-timed and well-planned promotion 

Despite the high volume potential in the summer, we 
find that many roasters drastically cut of com} lete ly elim 
inate their advertising during the hot weather 

The coffee business, like most other businesses, ts local 
in nature. Per capita or per family volume varies some 
what throughout the country. And this variation 1s un 
questionably much greater with iced than with hot coffee 

Two factors dominate the summer sales potential for 
coffee in any given market-—consumer preference and 
temperature ranges Vast amounts of research data are 
available--from the Department of Commerce, the Bureau 


of Advertising and other sources-——charting as closely as 
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carelul research can do st, the variations in these factors 


from market to market 

With such data at hand, the roaster can time and place 
his advertising and sales promotion precisely so as to 
get the greatest possible return on his promotional in 


vestment. The formula is simple: let potential be your 


guide 


the flexible 


medium available to the coffee advertiser seeking to take 


Ne ws} a} CTs ol course most 


provide 


advantage of market by market sales potentials, They 


make it possible to pinpoint the advertising schedule to 


capitalize on both the timing and consumer preference 


factors. And they offer the added advantage of maxi 


mum penetration of the market summer and winter 


No other advertising medium, and probably few other 


products of any kind, can quite approach the newspaper's 


seasonal sales uniformity Newspaper circulations are 


constant throughout the year, with not more than a per 


centape point separating any two given months. 


This means, obviously, that penetration of the market 


is as deep in the summer as in other seasons, 

And newspapers, which enjoy an enviable John-and-Joe 
acquaintance with retailers, have a running start in the 
Thus, 


all-important race for dealer cooperation. we 
have every favorable factor working for an increase in 
summer sales of coffee: 

A desirable product. 


Voluminous and valuable market facts. 


A media setup that makes it possible to take full ad- 
vantage of local differences in consumer preference and 


seasonal factors 


A medium that offers a shortcut to the fullest possible 
dealer support 

Can the coffee industry solve its seasonal sales problem / 
All we can say is that other industries have done it 


through well-planned and well-executed promotion 


your salesmen's stake in iced coffee 


(Continued from page 


3 5) 


6 


let on iced coffee recipes as a give away.) 


Cooperate in working out a window contest by 
his company, with an award for the best window. 
Suggest the store feature the iced coffee recipe 


booklet in advertisements. 


Have the store offer free iced coffee to its customers 
during one shopping day of the summer. This 
could result in a local news story. Also, it could 
be featured in the store’s advertisements. 


If his company sells to catering services, vending 
machines, etc., suggest they feature iced coffee for 
the coffee-breaks, 


If he has restaurant accounts, suggest that they 
feature any one of the special iced coffee reciepes 
listed in the booklet. A different one each day 
might be a possible attention-getter. 

In any of these suggestions, closer cooperation 
between the salesman and his customers provides 
the best results, 


95 Front Street 


Put the “summer slump” on 


ICED COFFEE 


Tie in your summer promotion with the 


industry-wide “Cool off with Coffee” campaign 


A. C. ISRAEL COMMODITY CO., INC. 


Importers of Coffee, Cocoa and Spices 


New York 5, N. Y. 
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The Pan-American Coffee Bureau will sponsor a major 
promotion program to sell iced coffee to the American 
The “Cool off with Coffee” pro- 
gram will have the benefit of advertising in top media. 


consumer this summer 


This advertising will spark new interest in iced cotfee as 
a refreshing summer drink. It will inform the consumer 
about iced coffee and create the desire to buy coffee. 

The consumer will, therefore, be pre-sold before en 
tering a store or restaurant. Nevertheless, a reminder 
will be necessary, and this is where point-of- purchase 
comes in: Display materials in grocery stores and restau- 
rants will do the job of closing the sale at the point-of- 
purchase. 

I am very pleased to have this opportunity to tell mem- 
bers of the coffee industry of our belief that if coffee 
roasters, grocers, and restaurateurs take advantage of the 
excellent point-of-purchase materials available to them 
through the Pan-American Coffee Bureau, the “Cool off 
with Coffee campaign will be a profitable experience 
for all concerned. 

Manufacturers in almost every industry are spending 
more money than ever before on magazines, television, 
radio, direct maii and newspapers. They are also invest- 
ing record sums in point-of-purchase materials to back 
consumer campaigns and complete the cycle of sale. 

We know most people buy more than they plan to 
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point-of-purchase aids for iced coffee 


By NORTON B. JACKSON, Executive Director 
Point-of-Purchase Advertising Institute, Inc. 


when they visit a store We know further that these 
same people are influenced by point-of-purchase displays 
windows The display ts the 


on counters or in store 


both for the ownet 


closer consumer and the store 

It propperly designed and installed in the retail outlet, 
point-of-purchase displays can produce striking sales in 
Creases. 

Experience has shown increased sales by as 
30007. Manufacturers have scen increases from 24 to 78% 
over a 30-day period as a result of using proper display 
materials at the point-of-sale, 

In using mobile displays and other POP materials avail 
able from the Pan-American Coffee Bureau, users might try 
to follow some of the following basic ideas 

1. If possible, tie-in displays with the advertising and 


brand name coffee you sell, this repetition will help sales 


h as 


2. Hang mobiles high enough not to knock hats off. At 
the same time, they should be noticeable without requiring 
the customer to crane her neck 

3. Display merchandise with signs and keep these on 
the counter where customers can touch merchandise, pick 
it up, and see what the package looks like 

i. Place displays in accordance with traffic flow in 
Displays should be used to stimulate traffic, not 


the store. 
confuse it. 


A checklist for point-of-purchase material 


Decals 


Planning your 1956 iced 
Deep-etched glass 


coffee point - of - purchase signs 


Racks of wood, metal and 
wire 

Related-ttem displays 

Rubber ad mats 


Iluminated transparencies 
Ilusion displays (projector 
displays) 
Indoor electric signs 
Itinerant displays 
Self-sticking footprints 


material, to supplement (Aluminated and non- 
pieces available to you illumimated ) 
from the Pan-American Demonstrator displays 


Coffee Bureau? Check this 


list for new ideas. 
Animated displays 


Banners and streamers 
Blow-ups of product 
Blow-ups of ads 
Backbar menu signs 


Can and jar toppers 
Cash-vegister signs 
Change-tray displays 
Changing-scene displays 
Checkout-counter displays 


Clock displays 


Departmentalizing displays 
Dioramas 

Display baskets 

Display cartons 

Display shipping cartons 


Easel-backed cards 
Enameled signs 


Exhibition displays 


Flasher di splay 
Floor and window cutouts 
Floor merchandisers 


Heat-rotor display 


Light.cord displays 


Magazine-ad reprints 
Mechanical-book displays 
Mechanical mannequin 
plays 
Mirror displays 
lighted) 
Mobiles 
Molded 
marks 
Molded plastn 
displays 


Movmg-message signs 


(usually 


ceramic trade 


signs and 
Over-wive banners 


Plaques 


and arrows for floors 
and walls 

Self-sticking strip displays 
for gondolas and shel} 
molding. 

Self-stickmg displays 

Shadow-box displays 

Shelf Loppers 

Supermarket 
plays 

Sound displays 


basket 


Three-dimensional displays 
Tuck-in cards 
Turn-table displays 


Wall posters 
Wall hoards 
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wake up the sleeping giant! 


(Continued from page 13) 


lifesize glasses of iced coffee hanging from it—and it is 


EXPORTADORA DE CAFE LTDA. set up so you can use it to feature your brand. We also 


plan to have a shelftalker with a pad of recipes for prepar- 
ing iced coffee, and an area for your brand imprint. Finally, 
for use in restaurants, we're making up a back-bar poster 
which will read “We serve delicious iced coffee made with 


BRAZIL COFFEES 's Coffee.” This also may be used 
as a window streamer. 
OF ALL As many of you appreciate, there are advertisers of pro- 
ducts and services other than coffee who will want to tie-in 
DESCRIPTIONS with the coffee industry on this campaign. They'll build 
y pag y 


their ads around our theme, use our artwork and turn their 


salesforces loose working on in-store displays. 

SHIPMENTS FROM So much for what the Pan-American Coffee Bureau is do 
RIO — VICTORIA — ANGRA — PARANAGUA ing to promote iced coffee. Now imagine what would hap- 
pen if all the members of the coffee trade united to make 
a similar effort on iced coffee. Suppose a// coffee salesmen 
put up iced coffee material—all coffee advertising in June, 


July and August were on iced coffee 
Wouldn't that have an effect on the summer slump? Some 
healthy signs would undoubtedly appear—signs pointing 
‘ CABLES: 4 AV. RIO BRANCO to the eventual growth of iced coffee into the undisputed 
UNIVERCAFE RIO DE JANEIRO favorite drink of coffee lovers every summer, as hot coffee 
is the favorite drink the rest of the year. 
RIO DE JANEIRO BRAZIL , 
What of the potential of this campaign——how much of 


a market is there for iced coffee? We can't begin to 
estimate the maximum but we do know that the industry 
loses sales of over $100,000,000 each year during the months 
of June, July and August. If only 10% of that loss were 
held, it would represent a gain in sales of over $10,000,000 


FXTRA CHOICE dollars! In addition, if the coffee industry can hold more 


of its business throughout the summer, isn't it reasonable 


to assume that those consumers will be less susceptible to 


pP R O D U i T S$ the inroads of competitive beverages? 


\We think so—and we're making our plans accordingly 


re 


Let 5 Pramote Iced (offee G. Murray Skinker, a former Denver, Colo., coffee and 
: tea man, died recently in Washington, D. C. 


DAVID A. <ATTAN Mr. Skinker retired in 1940 from the Morey Mercantile 


COFFEE IMPORTERS Co., Denver, as manager of the coffee and tea department, 
607 Tchoupitoulas St. New Orleans 12. La. Vel. CAnal 5745 


after having been with the firm for 50 years 


Lord Howe Coffee Company VIDIGAL PRADO 


| Comissaria e Exportadora S/A 


IMPORTERS ROASTERS 


wv new plant ar 542 Frenchman st. || COFFEE EXPORTERS 


CR 2333 VA 2305 SANTOS — RIO DE JANEIRO 
BRAZIL 


Pan-Gul Distributors, Ine. 


Cable Address: "VIDIGAL" 
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heed coffee — fact and fancy 


Iced coffee, more than any other phase of coffee, has 
been hobbled by fancy, rather than fact, within the in- 
dustry. With the 1956 “Cool off with Coffee’ promo- 
tion coming up, this is a good time to take a new look 
at old yet pertinent facts. 

Here for example, are some of the findings in re 
search The Miner Laboratories did two decades ago for 
the National Federation of Coffee Growers of Colombia. 

Does cooling, to make iced coffee, hurt the flavor? 

“These experimental results proved that coffee brews 
may be subjected to repeated freezing without selective 
removal of flavor constituents, and consequently there 
appears to be adequate justification for judging that the 


quality of such flavor is not adversely affected by 
a cooling operation as mild as that involved in the prepa- 
ration of iced coffee.” 

What's wrong with putting ice cubes into ordinary 
coffee in the glass to make iced coffee? 

"The ordinary ice cube when melted forms 36 cc. of 
water. Therefore, if three ice cubes ave used in an ordi- 
nary iced drink glass which holds 270 cc. when nor- 
mally filled, the melting of these three cubes will dilute 
the coffee to 60% of its original strength. If only two 
ice cubes are melted, the coffee will be diluted to 73% 
of its original strength, .It will be obvious from these 
figures that the practice of cooling hot coffee in the glasses 
by adding ice may result in such a degree of dilution as 


will radically modify the taste of the coffee.” 


can iced coffee be promoted in food stores? 


(Continued from page 27) 


cooperate with us right down the line. 

We all know how little point-of-sale space is available 
in supermarkets, and we know the difficulty of obtaining 
dealer cooperation, but it can be done. 

Some of the obvious ways are: 

1. To point out again the excellent profit that coffee 
gives the grocer. According to the Progressive 
Grocer Foodtown Study, only 10 grocery items out 
of 225 exceed instant coffee in gross profit per 
square foot of space. 

In the case of regular coffee,it is possible that 
many of the grocers have forgotten that its turn- 
over makes it profitable to promote on a continu- 
ing year-round basis. A brief recitation of these 
facts should help to answer the perennial question: 
“What's in it for me?” 

To develop tie-ins with other products which have 
a high margin of profit. How about tying-in with 
a local dairy on iced coffee floats (vanilla or 
coffee ice cream). Other tie-ins that present them- 
selves: prepared cake mixes, cookies, complete hot 
weather buffet (coldmeats, cool salads and iced cof 


No 


fee). There are numerous tie-ins that can be work- 
ed out with each retailer, and ideas which can be 
used in special displays in stores 

3. To create a good booklet which could be inserted 
in each shopping bag at the check-out counter 
The booklet might contain directions for making 
iced coffee, both from regular and instant. It also 
might contain suggested hot weather menus 

i. To The demonstrator 
show to make brewed iced coffee. She 
show the quick and easy method with instant cof 


use demonstrations can 


how can 


as a part of a 
This latter, 


fee. She can promote iced coffee 
cold buffet, showing different menus 
in conjunction with in-store and window displays, 
show move many items for a grocer. 

5. To create effective and useful point-of-sale material. 


FEBRUARY 1956 


Imaginative and aggressive selling pieces can be 
designed for windows, shelves, displays and walls, 
or over-the-wire. We all know how hard it is to 
get the big chains to use point-of-sale material- 
but it has been done in many cases and, if we are 
clever enough in our promotion, we can do it 
again. 

Iced coffee can be sold to the consumer if we are 

aggressive and consistent in our promotions and carry 

them right down to the retail level. Because most con 
sumers’ experience with iced coffee has not been re- 
warding, a single year's promotion will certainly not 
create a demand which will overcome the present con 
sumer antipathy. 

Certainly, a strong promotional campaign this year 
can begin to pave the way to increased consumption and 
will encourage and develop a lot of new triers who can 
become confirmed iced coffee drinkers 

No one can afford to sit back and let John start it. 

Everybody must consider right now how to develop pro 

motions for this The retailer is just 

as interested as you are in moving that expensive inven- 


coming summer 
tory 

The important thing in the consumer food dollar just 
as importantly in the hot months as you do in the cool 


months, 


U. S$. biggest buyer of Dominican coffee 


The United States is the chief buyer of Dominican 
coffees and the major supplier of Dominican imports 

Our exports to the Dominican Republic 1950 
through 1954 have increased from $31,790,523 to $58, 
235,117 and our imports during the same period have 
increased from $32,990,714 to $67,766,356 

Coffee is of increasing importance as an item of trade 
the and the United States 


from 


bet ween Dominicans 

From 1950 to 1954 the export value of coffee from the 
Dominican Republic increased from $12,300,000 to $31, 
000,000 during which time the value of United States 


purchases averaged 83.5% of the total 
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coffee’s $100,000,000 potential 


(Continued from page 11) 
More 


than lost sales 


goes down the drain of this seasonal decline 


The rest 


Per- 


Plant problems are sharpened. 
of the year must carry a heavier share of the costs. 
sonnel factors are aggravated. 

The slump also spreads, of course, to coffee's allied 
fields 


* 


Let's be sure the picture is in proportion, 
Hot coffee is the industry's bedrock. 
Iced coffee promotion is not a substitute for selling hot 


coffee 


will come 


Eventually the greatest expansion in our volume 


from hot coffee. It, too, has potentials yet 


to be tapped 

But iced cotfee is a clear-cut, present opportunity, big 
in itself, and with the plus factors that would come from 
casing the seasonal slack. 

A good job of promoting iced coffee won't hamper 
hot coffee 

It will help 

Consumers growing into steady iced coffee drinkers will 
he easier targets, not harder, for hot coffee promotion. 


An industry building momentum on iced coffee will 
have a head start on hot coffee 


Selling excitement on 


iced coffee in food stores and restaurants can be carried 
over to hot coffee more easily than starting from scratch. 
* * * 
This “fact reference’ section has been set up to help 
the industry awaken the sleeping giant that is iced coffee. 
Material has been assembled—with the cooperation of 
the Coffee the National Coffee 
Association, individual members of the industry, and 
merchandising authorities—to help you take a fresh, new 
look at this $100,000,000 potential. 
The keystone is PACB’s upcoming “Cool off with 
Coffee” campaign. 


Pan-American Bureau, 


It will carry the story to the nation’s consumers on an 
industry level. At the same time, it will make available 
to you, at far less cost than you could turn it out for your- 
self, material to step up sales of your own brand. 

You can make this program your own first big attack 
on your summer slump. 

No matter what, you won't knock out your summer 
slump this season. But certainly you can make a dent. 

How soon the summer slump is completely licked de- 
pends on continuing, season after season promotion, 

Right now, it depends on the effort you put into your 
own brand as part of the 1956 campaign. 

Let's sell iced coffee. 


98 FRONT STREET 


Heat up your summer sales with Iced Coffee. 


Tie-in your promotion with the industry-wide 


“Cool Off With Coffee” campaign. 


JAMES W. PHYFE & CO., INC. 


BROKERS AND AGENTS 


NEW YORK 5, N. Y. 
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roast at winter-month capacity 
(Continued from page 19) 


distinct advantages. Increased popularity of iced coffee, 
with the resulting rise in summer sales, can do much to 
minimize the rise and fall in productivity caused by changes 
in plant pace. 

How, then, can we go about amplifying our efforts to 
make iced coffee a more popular summer beverage? As we 
see the task, it requires: 

1. Stimulating in the consumer's mind an increased aware- 
ness of the dividends in enjoyment which iced coffee 
offers; and 2. devoting space in our advertising, point-of- 
sale display, and even on our labels or package enclosures, 
to brief instructions for its proper preparation. 

In the past, there has been an inadequacy of both these 
merchandising techniques. We have observed summer ad- 
vertising of leading roasters which neglects even to suggest 
that coffee be served chilled to accompany meals and as 
as periodic refresher during hot weather. 

True, some consumers prefer their coffee hot in all sea- 
sons. But many others, when the ‘dog days’ are upon 
us, look for something cool in a tall, tinkling glass to help 
them combat the heat. For these consumers, the power of 
suggestion, applied through advertisements, displays, back- 
bar strips and radio and television ‘spots,’ has a lot of im- 
pact. 

Confronted with visual and audible plugs for soft drinks, 
beer and iced tea, many of them will buy one or the other. 
But if iced coffee, attractively depicted and described, is 
given a chance to get its share of consumers’ attention, it 
can't help but get its share of their business. 

As for telling consumers how to prepare iced coffee 
properly, this extremely important phase of promotion can 
be handled at low cost. It requires only brief inserts in 
labels, displays and advertising copy. 

The comparatively low demand for iced coffee may well 
prove to be directly related to the curtailment of coffee 
merchandising during summer months. In short, that sea- 
sonal slump which has long been the bogie of the coffee 
industry might well be highly vulnerable to a concentrated 
fusillade of promotional bullets. As we said earlier, the 
slump itself might be largely the creature of a resigned, 
“It can’t be licked” attitude in too many sectors of the trade. 

It is time, we submit, to lay the ghost of coffee's seasonal 
slump. Properly prepared an aggressively merchandised 
iced coffee is as potent an exorciser as we'll ever have 

Last year, the N.C.A. distributed more than 43,000 iced 
coffee back-bar strips to support a renewed assault on the 
summer beverage market. This year, we will again provide 
as Many as our members can use. But we realize as well as 
anyone that the expansion of the iced coffee market must 
be an industrywide endeavor 

We must first strengthen our own belief that iced coffee 
has great potential appeal to consumers. We must then 
get into the summer beverage market with all promotional 
guns firing so that consumers will receive the impulse to 
drink it. That much achieved, we will hold their interest 
and develop their loyalty by “spreading the gospel’ of 
proper preparation 

We can aim for 12-month plateaus in our sales graphs to 
replace the peaks and valleys. We can keep the sales of 
coffee up—by bringing its temperature down—by selling, 


really SELLING FULL-BODIED ICED COFFEE! 
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VOLKART BROTHERS, INC. 


IMPORTERS OF COFFEE & SPICES 


VOLKART BROTHERS CO. 


COFFEE FUTURES 


Share in the biggest pro- 
motion ever — Join the 
industry-wide Iced Coffee 
drive under the slogan, 
“COOL OFF WITH COFFEE” 


60 Beaver Street New York 4, N. Y. 
Cable: VOLKART TELETYPE: NY 1|-2609 


LAFAYE & ARNAUD 


COFFEE BROKERS 
EXPORTERS’ AGENTS 


New Orleans, La. 


| 106 Board of Trade Bldg. 


SELL MORE ICED COFFEE 
Display 11 1n Glass 
SIELING'S 
ICED COFFEE "“OLLA" 


“The most beautiful piece of equipment 
that you ever laid your eyes on” 


SIELING 


URN BAG COMPANY 


927 W. Huron St. 
Chicago 22, Ill. 


1, 
3 
és 


Leon Israel & Bros., Inc. 
Coffee Importers 


NEW YORK 
101 FRONT ST. 
SAN FRANCISCO 
160 CALIFORNIA ST. 


NEW ORLEANS 
300 MAGAZINE ST. 
AGENTS FOR 
LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


Coffee Planters & Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA © ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannwn St., London E.C, 4, England 


This is the year to join the 
industry-wide Iced Coffee drive. 


DUPUY 
STORAGE & FORWARDING CORPORATION 


260! Decatur Street 
New Orleans 17, La. 


PRADAT & DOUGLAS 


PUBLIC WEIGHERS 
AND GAUGERS 


227 No. Peters Street 


New Orleans 
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how deep is the summer slump? 


(Continued from page 21) 


chases during each year of the five-year period, we would 
see that the seasonal pattern is generally the same. 
Whether the summer slump in a particular year comes 
sooner or later depends mainly upon when high tem- 
peratures occur, and the degree of slump also appears to 
be closely related to the intensity and incidence of heat 
and humidity. 

Examining the graph on the chart, it will be seen that 
coffee purchases start to decline in May and that the 
In August, the 
volume of purchases begins to rise from the mid-summer 
slump, this upward movement continues through the 
winter, when a high point is reached, and a tapering 
off then begins again which becomes more pronounced 
with the onset of warm weather. 

If we compare quarterly average purchases for the nine 
months of the year with those of the three warmer 
months, we find that purchases during the former are 
16% above the latter. 

These percentages provide a measure of how much 
coffee purchases——and consumption—fall off in the sum- 
Now, if through sustained promotion of iced cof- 
fee, together with increased promotion of coffee consump- 
tion in general, purchases in the summer months could 
be boosted 16%, the seasonal pattern over the year would 
tend to level out and the deep summer dip on the graph 
would disappear. 

Of course, it is hoped that promotion of coffee will 
raise the consumption of hot coffee in all months, particu- 
larly during those in which cool weather prevails, and 
that iced-coffee drinking, once vigorous promotion is 
underway, will result in a rise in coffee use in the summer 
months not only by the percentage just mentioned but 
by whatever extent would be necessary to maintain a more 
constant level of coffee use throughout the year. 


decline reaches its lowest point in July. 


mer, 


What is it worth to us? 


This increase of 16% in the sale of coffee during the 
three summer months could mean a difference of $75,- 
000.000 to $100,000,000 in sales to consumers, restaurants 
What is it worth to the coffee industry 
to increase its annual sales by at least $75,000,000 and as 
much as $100,000,000 7 

The weather temperatures plotted on the chart are 
monthly averages for New York City that have been 


and institutions. 


prepared over the 10-year period 1940-50 by the U. S. 
Weather Bureau 
hensive, they serve to illustrate the point 


Although these data are not compre- 
It will general- 
ly be found, we think, that the temperature curve will 
In other 
latter descends, 


move inversely with the coffee purchase curve. 


words, as the former ascends the and 


vice versa 

As air conditioning becomes more widespread, both 
in places of work and in homes, the degree of opposite 
tendencies in those curves probably will be reduced. Pend 
ing that development, the main way of reducing their op 
posite tendencies is to increase coffee sales by promoting 
iced coftee 
History has it that about 125 years ago, French Legion- 


naires in Mazagran, Algeria, were the first to try coffee 
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as a cool drink. Mixing coffee syrup and cold water, 
they found that the drink gave pleasant relief from desert 
heat. 
known as Café Mazagran. Iced coffee, with ice and served 
in a tall glass, is ordered by that name in France today 

Despite the fact that iced coffee is an old institution, 
it has not been widely established—even in a country 
such as the United States, in which ice is readily available 
and where there is plenty of hot weather to create a de 
sire for cool drinks at meals and between meals. 

There probably are several reasons for this, principally 
those relating to the time required for preparation, where 
the coffee is first brewed and then cooled; the failure 
to make a brew strong enough to offset the dilution that 
results when ice has melted in the drink, since the added 
water can make the drink insipid; and inexperience of 
unsatisfactory experience with the drink, most people 
never having tried it and many of those who have find 
ing it poor because it was not properly made 

If these are the determining reasons, it is quite clear 
that people not only must be strongly encouraged to try 
coffee but helped in 
learning how to make it. 


iced must, at the same time, be 

In an age in which Americans are realizing higher 
standards of living and in which they are showing in 
many ways their interest in more gracious ways of living 
and in self expression, the time 1s ripe to demonstrate 
how coffee, both iced and hot, can add to life's satis 
factions 

The motivation study on coffee made last year for the 
Pan-American Coffee Bureau, clearly revealed the need 


to ‘rediscover’ coffee, to get away from the feeling that 


SAQ PAULO 
CURITIBA 


The mixture was later tried in Paris and became 


LIMA, NOGUEIRA 64, A. 


Established in 


Exporters and Importers 


PARANAGUA 


cottee is just coffee’ and to bring people to appreciate 
the increasingly important place that coffee can have in 
their lives. 

Variety in coffee is one of the main approaches to 
creating a wider horizon for the beverage. Iced cottee 
fits into this picture and into any plans for decreasing 


the seasonal slump in cottee sales 


the conflict of iced coffee 


(Continued from page 23) 


psychological manifestations, Often it becomes a kind 


of mild obsession which is difficult to overcome by drink 
ing fluid alone. It seems that the cooperation of several 
senses is needed before the sensation of thirst may be pact 
fied to a satisfactory degree 

Another general factor we found operating im many 
Cases against the use of iced coffee is rooted in people s 
emotional reactions to hot weather, They teel irritated, 
cranky and resentful. In these circumstances they are 
afraid that coffee might stimulate them even more, that 
their keyed-up tension might only become worse should 
they drink iced coffee 

Here is a typical quote illustrating this fear Iced tea 
quenches my thirst and relaxes me, It ts different trom 
coffee in that it settles your nerves and it does not make 


tense.” 


you 

Within the limitations of a short article, it is, of Course, 
impossible to analyze or even describe all the detailed in 
formation we have gathered in the course of our many 
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studies concerning cottes and iced coffee However, the 


three nepative attitudes described above will Rive you a 


fairly accurate picture of the most significant psychological 

obstacles with which iced coffee 
W hat 

What 


promotion of wed coffee? 


must contend 
can the industry do to overcome these obstacles 7 
cem to be the most for the 


promising avcenucs 


Our findings point to a number of golden rules. Here 
are three rather important ones 
hie 


thought ol as 


coffee 15 
One 
way of doing this 1s to promote iced coffee as an ideal hot 


dish 


cream for 


that 


turned into an 


inherent in the fact 


liability 


a food must be asset 


weather in combination with ice cream or whipped 


instance. Many of our respondents have dis 


covered such combinations on their own, 


and speak of 
them very highly 


“When I make iced coffee,” a housewife said, “I make 
it extra strong because the ice dilutes the coffee. I use 
whipped cream and make it more like a soda, When I 


do that we consider it a dessert.” 

“T like iced cof 
the coffee to be cooled and 
then made cold by the addition of ice cream. This is 
very different from hot coffee. One is still aware of the 
coffee flavor and aroma, but you know when you are 
accustomed to drinking your coffee black, coffee with 
cream doesn't seem to be related to coffee.”’ 

2. A second important point to take into considera- 
tion when promoting iced coffee is the difficulty caused 
by its lack of translucency. In colored pictures iced 
coffee should never have too deep or blackish hues, and 


Another respondent had this to say: 


fee with ice cream. I like 


COSTA RICA + CUBA - 
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GUATEMALA HAITI 
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THE WORLD WHICH ARE 
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PUERTO RICO + VENEZUELA 


light should always play on the glass, making the drink 
lighter and less opaque. 

By the same token, the consumers should be taught to 
make iced coffee by pouring coffee into the refrigerator 
freezer trays. The coffee ice cubes will lend the drink 


cool and weightless in complete harmony 


with the tactile and visual expectations of a person who 
is anxious to quench his thirst or refresh his parched 


appearance 


throat 

The ingenuity of the coffee advertisers must find many 
other ways of overcoming the unfavorable associations 
rooted in the appearance of iced coffee. 

Let me mention here just one more of these techniques 
in Italy where it goes by the 
name of “Granita di cafe.” This is prepared by pouring 
coffee on very finely chopped ice, which fills the glass to 
the brim. The ice shavings show through the glass and 
give the whole drink a translucent, light and refreshing 
air, 

3. And finally, how about the fear of coffee making 
nerves even tenser in the enervating atmosphere of a sul- 
try August afternoon 7 

Once more the answer is: turn a liability into an asset. 
Represent the stimulating power of coffee not as a danger 
but as a blessing. Make iced coffee the daily ally of the 
man who tries to do his job under trying circumstances 
but is worn out by the hostile weather. 

To sum up, if the industry wishes to induce the con- 
sumer to look at iced coffee with fresh and friendlier eyes, 


it must itself look at its product in a psychologically dif- 
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New Orleans coffee men get together with a seminar speaker. From 
left: James J. Myers, Oulliber Coffee Co.; Almond Power, J. A. 
Folger & Co.; J. K. (Jack) Evans, PACB consultant and seminar 
leader; John J. Cummings, Hanemann & Cummings. 


The first of the two-day seminars on the theme "Let's 
Rediscover Coffee,” sponsored by the Pan-American Coffee 
Bureau in four key cities across the country took place 
in New Orleans at the Roosevelt Hotel, with a solid at- 
tendance of coffee men from as far away as Denver and 
Indianapolis. 

[Next stop for the coffee seminar was the Hotel St 

Francis, San Francisco, then the Palmer House, Chi 

cago. The wind-up sessions were set for the Hotel 

Biltmore, New York, early in February. } 

John F. McKiernan, president of the National Coffee 
Association, welcomed the New Orleans seminar, and 
was followed by a filmed message from Senator Homer 
E. Capehart, member of the Senate Foreign Relations 
Committee. 

“Our trade with Latin America is the largest that the 
U.S. with any area of the world.” Senator 
Capehart said. “This commerce is, of course, important 
to our own prosperity and to that of the other American 


carrics on 


republics. 

“The welfare of the coffee industry becomes a matter 
of international concern A prosperous and stable in 
dustry means that the foundation of our trade with Latin 
America is firm 

“You in the coffee industry have a unique opportunity 
to increase the public understanding not only of the im 
portance of inter-American trade, but of the importance 
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coffee drinking at 16 lb. per capita level 
can be restored, trade seminars told 


By W. McKENNON, New Orleans Representative 
Coffee & Tea Industries 


Checking in for the New Orleans seminar are (from left) Jack B. 
Durland, Cain's Coffee Co., Oklahoma City; Lowe Runtie, of the 
Oklahoma City advertising agency bearing his name; hi. Norman 
Saurage, Jr., Community Coffee Co., Baton Rouge, La. 


of our whole relationship with our sister republics of 
the Western Hemisphere.” 

J. K. Evans, consultant to the Pan-American Coffee 
Bureau, told the group these sectional meetings were 
planned in the belief that only through personal contact 
and complete comprehension could the mutual aims of 
PACB and sectional leaders of the U.S. coffee industry 
be achieved 

Mr. Evans said the American coffee drinking public 
is a rough, tough and tempermental boss. He added that 
many in the industry have tried, not too successfully, 
to convince this boss that recent high coffee prices re 
sulted not from skullduggery and manipulation, but re- 
flected rather a normal functioning of the law of supply 
and demand. The i954 market normal and 
natural draw-off of a bitter brew that started to ferment 
20 years before, when coffee prices were too low in the 
1930's, he indicated. He said the price freeze as applied 
to coffee was most 

“AIL in all, our industry has had rugged going, and in 


Evans stated 


was the 


unfortunate 


the process we have lost ground,” Mr 
‘Fortunately, it isn't irrevocably lost, but ground we can, 
and will, regain.” 

He illustrated his talk with a chart on the world de 
mand and supply of green coffee and average U.S. import 
prices 

Charles G 


Lindsay, manager of the Pan-American 
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Cofice Bureau, gave a brief description of the production 
of coffee, emphasizing how much of the labor must be 
accomplished by hand. He said the essentials of his 
presentation were in a slide film, ‘The Story of Coffee,” 
which is available to members of the trade, complete 
with script, upon request from the Bureau. 

Over 400 million pounds of green coffee are lost an- 
nually due to disease and pests that attack the coffee 
trees in Latin America, Mr. Lindsay said 

Vital research, which is being conducted throughout 
Latin America to offset this costly loss, is also attempting 
to develop new strains of coffee trees with increasing 
yields to help compensate for declining yields of aging 
trees and to meet a potential 37% increase in world de 
mand over the next decade,” Mr. Lindsay told the coffee 
men 

The work being conducted in the many research centers 
of the Latin American coffee-producing countries is of 
great importance to the whole coffee industry, Mr. Lind 
Say said 

For example, 
(Brazil) at Campinas, a new strain, ‘mundo novo,’ 
been developed that not only ts highly resistant to disease, 
but matures in three years and bears an annual crop ex 


at the Agronomic Institute of Sao Paulo 
has 


ceeding three pounds,” he continued, 
The yield from the average tree at present is one 

pound 

After a James E 
rector ol the 
income rise in the U.S. and coffee consumption 
in 1954 an $2.2 billion was spent on 
Surveys indicate coffee has been ‘stretched,’ he said, and 


PACB di 


real 


Wood 


between 


break Dr 


discussed 


coffee 
arch, variance 
He said 


estimated coffee, 


SANTOS 


BRAZILS 


that declines in the consumption of coffee are associated 
with drastic price increases. 

It has been found that the basic task of the industry is 
to “rediscover” coffee, to demonstrate its goodness, uni- 
versality and variety and to make it exciting, Dr. Wood 
said. 

About 96% of American homes use coffee, he reported, 
but 25% of them account for half the coffee purchased. 

Seventy-five per cent of al! coffee is consumed at home, 
Dr. Wood reported, with 13% in eating places, 9.5% 
at work, 2% in hospitals and institutions, and 5% going 
into coffee extracts and flavors. 

Dr. Wood said that the average number of cups of 
coffee drunk per person per day has increased from 2.38 
cups in 1950 to 2.67 cups in 1955. 


The coffee “stretch” 


“In view of the declining per capita consumption of 
coffee, there is an apparent contradiction between higher 
cup consumption and lower coffee consumption per per- 
Dr. Wood said. “This is true only because in the 
a tendency to ‘stretch’ 


son, 
few years there has been 
coffee to make it go further 

Follow.ng an open discussion and luncheon, a short, 
pointed skit graphically illustrated why some restaurants 
Cutting down on 


past 


receive complaints about their coffee. 
amount of coffee used in the brew was deplorable, it was 
cn pha d 
Authenticated case 
lieved and proved that the consumer will pay for a quality 


blend were presented, 


histories of two roasters who be- 


(Continued on page 68) 
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National Coffee Association leaders confer at the Brazilian embassy 
in Washington, D. C., with Brazil's new president. From left. Am- 
bassador Joao Carlos Muniz, President Juscelino Kubitschek, John 
F. McKiernan, Peter Folger, Arthur L. Ransohoff. 


Coffee price stabilization 
is vital, Kubitschek states 
on visit to United States 


The price of coffee is less important than price stability, 
Brazil's president, Juscelino Kubitschek, declared on his pre- 
inauguration trip to the United States 

President Kubitschek’s visit touched off a round of con 
ferences and activities, starting with a meeting with Presi- 
dent Eisenhower, which emphasized the great importance 
to Brazil and the United States of the trade between the 
countries. 

Coffee interests studied President Kubitschek’s comments 
for indications of the direction his administration would 
take on coffee policies. 

At a press conference in the Brazilian embassy in Wash- 
ington, D. C., the president-elect was asked whether he 


would favor an international coffee agreement to regulate 
the marketing of Brazil's major export product, 

Dr. Kubitschek declared that basically he would tavor 
such an arrangement, if it included consumer countries as 
well as coffee producing nations 

In New York, at a press conference and at a luncheon 
which followed, given in his honor by Mayor Wagner, Press 
dent Kubitschek noted that the United States takes two 
thirds of Brazil's coffee output 

‘The price itself is not so important, he said Rather 
it is vital to avoid instability. We want to insure stability 
of price and production 

Dr. Kubitschek emphasized at a luncheon sponsored 
jointly by the National Coffee Association, the Pan-Amert 
can Coffee Bureau, the Pan-American Society and the 
American-Brazilian Association that coffee would receive 
special attention from his government, 

“IT want Brazil's cotfee policy to consider both the do 
mestic importance of the product and its international po 
sition,” he explained. 

“It will be my care to establish intimate contact with 
the other producing countries as well as with consumers, 
in order that together we may work out a sound orientation 
which will be beneficial to all, eliminating the instability 
and distrust which have been so disturbing to the market.” 

National Coffee Association officials met with Dr. Kubit 
schek at the Brazilian embassy, as spokesmen for the U.S. 
industry and its consumers 

The NCA representatives were Arthur L. Ransohoff, 
chairman; John F, McKiernan, president; and Peter Folger, 
vice chairmen. 

Referring to Brazil's key position in the world coffee mar 
ket, they emphasized the close relationship between price 
and U. S. consumption, and stressed the importance to the 
industry at large of the traditional budget-consciousness of 
U. S. consumers 

Also present at the conference was Brazil's Ambassador 


Joao Carlos Muinz. 


“Imbalance” in world coffee 
looming, special commission 
warns in report to OAS states 


An ‘imbalance’ between coffee supply and demand may 
be expected in the coming years, if present production and 
consumption trends continue 

This warning is sounded in a report transmitted by the 
Inter-American Economic and Social Council to the govern 
ments of the Organization of American States, 

The report was prepared by a subcommittee of the Coun- 
cil’s Special Commission on Coffee 

The report itself was not made public, on the grounds 
it had to go to member countries first 

Widely published but unconfirmed statements said the 
study showed that annual world coffee production could ex 
ceed consumption by 15,000,000 bags or more by 1960, and 
that green coffee prices could fall to a 32¢ a pound level, 
unless steps are taken 
The Council set a February 29th deadline for a decision 
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on whether or not it is to proceed with plans for a coffee 
price stabilization plan 

According to a release on the study issued by the OAS, 
which ts part of the Pan-American Union, the subcommittee 
looked into the relationship of coffee exports to the balance 
of payments, monetary reserves, credit worthiness and level 
of investments in the producing countries, as well as its 
relationship to inter-American trade in general 

The subcommittee also stressed the fact that ‘the most 
important means of broadening the coffee market was to 
promote the consumption of the commodity and to improve 
the conditions for its acc plan ein consuming Countries 

The subcommittee was composed of delegates from Brazil, 
Colombia, Nicaragua and the United States. In its studies 
it was assisted by other interested member countries of the 
OAS, the Pan-American Coffee Bureau and the American 
Cotfee Federation (FEDECAME) 

OAS said a serious decline in the earnings of the coffee 
producing countries could appreciably decrease exports from 
the United States to those countries, “with a resulting adverse 
effect on employment of large numbers of workers in the 


United States 


5 | 


/ 
me. 
BE 
3 
Site, 
|_| 
d 


FINEST 
QUALITY 


...in the 


most modern 


packages 
STANDARD 
BRANDS New Aluminum 
Foil Wrap 
Incorporated 


") Biggest year in coffee 


| since 1913 on Exchange; 
Israel, Jr., elected 


The highest trading in coffee since 1913, but a re- 
duced volume in sugar was reported for the year 1955 
by the New York Coffee and Sugar Exchange. 

Leon Israel, was 
named president of the Ex- 
change at the annual elec- 
tion of officers and man- 
agers. 

In the 74th annual re- 
port, Gustavo Lobo, presi- 
dent of the Exchange, also 
cited as significant 1955 de- 
velopments ‘the initiation 
of trading in a new mild 
coftee contract and a new 
Brazilian contract, satisfac- 
tory settlement of the Fed- 
eral Trade Commission ac- 
tion against the Exchange, and the sale of the real 
estate holdings of the Exchange.” 


Leon Israel, Jr. 


Although there was a moderation of the “unprecedent- 
ed” 1954 price movements, “the year under review 
(1955) . . . continued in a state of flux as the supply 
and demand situation failed to stabilize,’ Mr. Lobo 
said 

Trading in Brazilian contracts was slightly higher than 
in 1954--15,825,750 bags against 15,650,250—while total 
trading on the Exchange was 16,826,000 bags in 1955, 
which included the new M Contract. 

Mr. Israel, a member since 1929, is president of Leon 
Isracl & Bros, Inc., and a partner of Leon Israel & 
Bros 

He is a director of the New York Coffee and Sugar 
Clearing Association, Inc., of New York; Leon Israel! 
Agricola y Exportadora $/A; Wabash Realty & Securities 
Co., Inc. and the Old Dutch Coffee Co., Inc. 

Charles S. Lowry, elected vice president, is president 
of Lowry & Co., New York sugar factors, and a partner 
of Frank C, Lewry & Co. 

G. W. Knauth, vice president of the National Sugar 
Refining Co., was re-elected treasurer 

Reed Clark, vice president of the Czarnikow-Rionda 
Co., was clected to the board of managers to serve two 
ycars 


The following were re-elected to the board for two 
year terms: Jack A, Aron, Frank E, Hodson, retiring 
President Gustavo Lobo, Jr., C. Mackey and Gustay 
Wedell 

J. M. Clark, vice president of Anderson, Clayton & 
Co., was elected as a new member of the board to serve 
for one year 

The terms of the following members, who continue 
on the board, expire in 1957; Harold F. Bloomer, Ben 
jamin W. Dyer, Jr., Malcolm J. Forbes, Arthur L. Ran 
sohoff and Charles F. Slover. 

Elected to a nominating committee for the next year 
were F, Shelton Farr, chairman, C. H. Middendorf, 
Phillip R. Nelson, H. Harvey Pike and S. A. Schonbrunn 
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Niacin, B-complex vitamin, 
discovered in cup of coffee, 
CBI reveals at seminar 


Research just completed reveals that coffee is one of the 
richest known natural sources of Niacin, and that five or 
six cups of coffee will provide about half of the daily re- 
quirement of this essential B-complex vitamin. 

This was announced by Eugene G. Laughery, general 
manager of the Coffee Brewing Institute, Inc., at the 
Pan-American Coffee Bureau's seminar in San Francisco. 

“It has been scientifically determined that a well-brewed 
cup of coffee contains about one milligram of Niacin,” 
Mr. Laughery told the gathering. This compares with 
1.1 milligram of Niacin,” in a quart of whole milk and is 
equal to the amount of Niacin in five slices of enriched 
bread. 

“As a matter of fact, roasted coffee is one of the 
richest sources of Niacin, and among common foods and 
beverages, is exceeded in Niacin content only by meat.” 

Therefore, a person who drinks five or six cups of 
coffee a day gets about half of his daily requirement of 
this very important and necessary vitamin, and 10 or 12 
cups will provide the full amount needed.” 

Mr. Laughery’s report was based on scientific tests con 
ducted by the Wisconsin Alumni Research Foundation 
at Madison, Wis. In addition to micro-biological and 
other research, coffee was given to rats as their only source 
of Niacin and their growth rate was compared with that 
of animals receiving pure vitamin 

This established, Mr. Laughery reported. that the Nia 
cin in coffee is “biologically active’ in animals—that is, 
in a usable form of direct benefit to health and growth 

Asked for his definition of a “well-brewed cup of 
coffee,’ Mr. Laughery explained that the coffee used in 
the experiments was made according to the Coffee Brew- 
ing Institute's recommended formula of one standard 
coffee measure (equivalent to two level measuring table- 
spoonful) to six ounces of water. This brew, he said, 
yields about 40 cups of coffee per pound. 

“A weaker cup of coffee than we recommend will not 
have as much Niacin in it,” Mr. Laughery emphasized 
“Consequently, it 1S important to measure your coffee 
and water carefully, if you are to get the benefit of its 
Niacin content as well as its full, rich flavor.” 


Jabez Burns sets up sales engineering 


office in Dallas, headed by J. B. Williams 

Establishment by Jabez Burns & Sons, Inc., of a sales 
engineering branch in Dallas, Tex., to serve seven south 
ern states was announced by J. L. Robinson, vice presi 
dent of the New York machinery company 

From Dallas headquarters in the Alford Building, at 
318 Cadiz Street, James B. Williams will service all of 
Texas, New Mexico. Oklahoma, Arkansas, Louisiana, 
Mississippi and Mobile, Ala 

The Dallas unit ts the third branch to be opened by 
Jabez Burns in the past two years. The company opened 
its first branch office in California two years ago. Last 
May, it opened another in Chicago 

Mr. Williams, a graduate of the University of Ro 
chester. first started as a sales engineer for Jabez Burns 


in 1950. 
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HOW TO CLEAN GREEN COFFEE 


BEANS MORE EFFICIENTLY: 
Use a CARTER SCALPERATOR 


After green coffee 
beans are dumped 
from the sacks, a 
Carter Scalperator 
is ideal for removing 
roughage such as 
string, paper, and 
sticks . . . as well as 
dust and other light 
foreign materials. The 
same units also are 
used as a final protec- 
tive cleaning opera- 
tion before the beans 
are roasted. Scalpera- 
tors are particularly 
well adapted for these 
operations because 
they are equipped 
with wipers which pre- 
vent the accumulation 
of strings on the scalp- 
ing reel. 


Cross-sectional drawing 
which shows how a 
Scalperator works. 


The capacity of the 
24” x 60” Scalperator 
ranges up to 60,000 
of beans per 
nour. The 24” x 76” 
handles up to 75,000 
pounds per hour. 
WRITE TODAY for 
complete details. 


Pa 


11”x 60” CARTER SCALPERATOR 


Ifthe volume you handle 
does not require the 
capacities of a 24-inch 
Scalperator, the 
42” or 60" models 
arerecommended, Their 
maximum capacities 
are 15,000 and 25,000 
pounds per hour, re- 
spectively. 


669 19h Ave. N.E. + Sterling 9-2417 +» Minneapolis 18, Minn. 
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:. setting the course of your 
international trading ventures, 
you can count on the Coast's 
oldest bank in foreign trade 

for helpful and efficient service. 
Since Clipper Ship days, 

our Foreign Department has 
an unbroken record 

of outstanding service. 

Put it to work for you - 

dial SUtter 1-1500. 
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COFFEE 


. and the old 


The new look 


Instant Maxwell House Coffee 


introduces new jar design 


Instant Maxwell House Coffee is starting the new year 
with a “new look’ in package design. 
Redesigned for more eye-appeal, 
“shoulders” 


both the two-ounce 
which make 
diameter. 


and six-ounce jars have high 
the jars seem taller, with no apparent loss 
“Instant” now becomes part of the brand name and a new 
taller “M" in Maxwell gives the jar further stature. 

A major improvement in the label for the large-size 
jar is the prominent ‘6 ounces’ displayed in black within 
a white sunburst, which should eliminate confusion be- 
tween the six-ounce jar and competing four and _five- 
OUNCE SiZes, 

The familiar stars on top of the cap have been retained 
for easy identification and convenient price marking. 


design are marked “new 


Cases containing the new 


jars.” 


Daniel Field Norton, who launched Nescafe, 


dead in Colorado after four-month illness 


Daniel Field Norton, chairman of the board of The 
Nestlé Co., Inc., died in the Glockner-Penrose Hospital, 
Colorado Springs, Colorado, four-month illness. 
He was Ol. 

During the time he headed Nestlé’s, Mr. Norton was 
which has 


after a 


responsible for the introduction of Nescafé, 
become the world’s largest selling instant coffee and a top 
U. S. brand. 

He was born in Evansville, Ind., and started his long 
career in the food industry when he joined the Carnation 
Milk Co, in 1912. 

In 1926, he joined Nestlé’s as assistant manager of the 
manufacturing department. He became assistant to the 
president in 1928, in 1930 was made vice president, and 
president in 1932, 


He held the presidency he became 


until 1952 when 


| chairman of the board. 


Surviving are his widow, a son, two daughters, two 


sisters, and nine grandchildren 
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Solubles 


Home use of solubles 
is at 14.7 cups per pound, 
Dr. Wood tells seminars 


Household consumers 
14.7 cups out of each ounce of 
coffee. 


getting 
instant 


are 


They are also extracting 62.7 cups 
per pound of regular coffee 

These rates indicate that with to 
day’s brewing practices, roughly the 


same number of cups is obtained from 


four ounces of instant as trom one 
pound of regular 

These points were made by Dr 
James EF. Wood at the coffee seminars 


sponsored in New Orleans, San Fran 
cisco, Chicago and New York by the 
Pan-American Coffee Bureau Dr 
Wood is director of the 
Jureau 

The 
market may be 
of ways, he pointed out 


research for 


instant in the coffee 
measured in a number 


share of 


In 1954, 11.7% of all coffee roasted 
in the United States went into. the 
manufacture of instant coffec 

In the same vear household con 


estimated $321,000,000 
was 19% oft 


coffee by 


sumers paid an 
for instant coffee, which 
the total of $1.7 billion for 
households 

On a cups basis, 17% of household 
coffee consumption in 1954 was instant 


It should be noted that the light 
coffee drinker is the heaviest user of 
instant 


Borden's using new instant 


to climb out of No. 3 spot 


In the fewest words possible, this is 


Borden Instant Coffee's problem; it 
is locked in third place sales spot, 
and has been for vears, behind General 
Foods’ Maxwell House Instant and 
Nestle’s Nescafe 

That's the way an article in a recent 
issue of Tide puts it 

Third spot 1s respectable enough, 
but recently the instant coffee market 
has slowed its rate of growth (this 
years’ sales should total around $350, 
000,000, up from last year's $300,000, 
000, according to Tide 

To hurdle its competitors, Borden 
has attacked on two fronts: first, it 


revamped its product; second, it re 


designed its package. Currently it is 
in the process of marketing nationwide 
what amounts to a brand new product, 
Borden's Rich Roast 
Borden's product 


subtle 


new lends itself 
and 
Ric h 


bigwe 


t 
advantage, 
individual 

lighte 


» One packaging 
Tide 


parti les are 
Borden to put 


pricing 
Roast’s 
and 


SaVS 

enabling its 5 
k 

OZ. package aS DIK a jar as com 

petitors’ 6 oz Thus Bor 

offer wo 

at the 


packages 

large appears to 
men who don’t look 
label a price advantage. 


1956 


den's size 


too closely 


FEBRUARY, 


“Borden's basic strategy this: 
get the consumer who isn’t using the 
old Borden to try the new one,” Tide 
declares 

“It remains to be seen whether Bor 
den’s strategy is right or wrong, but 


Borden vice-president Sam Thompson 
says the company counts on product 
quality and advertising in its effort 
to hurdle Maxwell House and Nescate 
Faced with the problem of moving 
one product out and another in, Bor 
den decided the only way to do it 1s 
on a regional basis. Rich Roast 
launched in New England (where in 
stant coffee's greatest), 
then moved and Phila 
delphia,. 
Though 


was 


acceptance 1s 


to New York 


market 
moment 


the coffee 
has momentum at the 
than it has had in recent years, 
marketers think this is temporary and 
has much to do with the price drop 
in regular coffee according to Tide 
“The instant coffee battle is brisk for 
the article says. Right 


instant 
less 


most 


several reasons,” 


now, instant coffee accounts for some 
10% of the home market The busi 
ness feels that the convenience factor 
is in favor for the long run. There are 
regional differences—in New England, 
instant’s share is closer to 40%, west 
of Chicago it drops off. But the in 


that 
pattern is be 


stant marketers are cheered to see 


the west’s consumption 
vinning to follow the changes that took 
place earlier in the east 

“For thing, it is not” the 


young married group who goes for in 


another 


stant—the coffee has its strongest ap 
peal among small urban families in 
the over-50 age group Further, al 
though instant sells initially on price 


to many people, its share of upper in 


come familes is still much greater than 
its share among families in lower in 
come brackets. Thus the potential 
in both younger age groups and lower 
mcome Kroups iS 

“Finally, while instant has gotten 
nowhere in the hotel and restaurant 
field, vending machines offer it a 
broad avenue for expansion. Currently, 
some 55,000 units dispense cottec al 
most all of it instant For all those 
reasons, the instant coffee marketing 
hattle is destined to grow hotter than 
ever.” 


Correction: Mindel with Coffee Instants 


The company affiliation of Seymour 
Stewart Mindel was listed incorrectly 
in the article on industry cooperation 
on soluble coffer which ared on 
Page 21 of the January, 1956, issue 

Mr. Mindel is associated with Coffee 
Instant In Klushing, I 


Berendsohn named vice president 
Theodore W 


serendsolu head ot 


the Baker Importing Co. producers 
of soluble coffee, has been named vice 
president of the parent company, the 
Hyyrade Food Products Corp, De 
évoit 

taker Importing is in Minneapolis, 


Minn 
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CUSTOMERS TELL US OUR 


INSTANT COFFEE 
and CHICORY 


HAS 
MORE FLAVOR 
MORE BODY and MORE 
GOOD DRINKING QUALITY 
than any soluble made anywhere 


NOW in the NEW 


EXPLOSIVE PEARL 
PARTICLE 


UNIFORM e¢ GOOD FILL 
INVITING "REAL COFFEE" COLOR 


EXPLOSIVE SOLUBILITY 
without lumping 


SPARKLING CLARITY Plus 
24 HOUR BEVERAGE FRESHNESS 


Our production methods and 
REGARD for product insure the 
quality superiority that makes for 
good steady business whether it be 


PURE INSTANT COFFEE 


or 
INSTANT COFFEE 
and CHICORY 


we would be packing under 


YOUR GOOD LABEL 


HARRISON COFFEE 


CORPORATION 


COFFEE PROCESSORS FOR THE TRADE 
601 West 26th St., N.Y. 1, N.Y. 
Phone: ALgonquin 5-3914 
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NEW YORK 
96 Front St. 

SAN FRANCISCO NEW ORLEANS 

40 California St. 225 Magazine St. 


IMPORTERS - JOBBERS 


COFFEE - TEA 


Premiums on display in the showroom at the Lord Howe plant. 


MATAGALPA | pliant in New Orleans 


The Lord Howe Coffee Co. has moved into its new 

P. 0. Box 631 plant at 542 Frenchman Street, New Orleans. This cen- 

tral location is being used to full advantage, with a show- 

AMSTERDAM, C, HOLLAND | | room of premiums on the busy corner of Frenchman and 
| Chartres streets. 

| The premiums include a wire array of General Electric 

| housewares, blankets, bedspreads, aluminum cooking 

utensils, china, pictures and other household items. These 

are obtainable by saving coupons from packages of Lord 


Howe Coffee. 

This is the company that began a campaign in 1954 
to combat coffee-resistance by housewives who resented 
price increases. A movie film showing the complete 
story of coffee production was shown at hundreds of 
church socials, Boy Scout mother groups, garden clubs and 
other civic and social gatherings. 

The organizations sponsoring the showings charged ad- 
mission, keeping the collection for their organizations. 
The Lord Howe Coffee Co., showed the film and served cof- 
fee gratis. Since its inception the program has been shown 
to 90 000 people in the New Orleans area. 

The film emphasizes the difficulty and labor involved 
in coffee production, and stresses the inexpensive price 


we pay per cup. 
The company has been most gratified by the reception 
given the film. Fred Fagot, Jr., of the Lord Howe Cottee 
Co., has received scroll of honor from Louisiana's 

| Governor Kennon as a result of his work. 


| George Hellick, Jr., named president 


of wagon route firm; officers elected 

George F. Hellick, Jr., was elected president of the 
Geo, F. Hellick Coffee Co., Easton, Pa., coffee and tea wagon 
route firm. 

Mr. Hellick fills a vacancy left by the death of his 
father, founder of the company, last September 

The stockholders also elected T. R. Schlough vice presi 
dent; T. H. Schlough secretary and treasurer; and Clarence 
P. Koplin assistant to the president. 


5. A, SCHONBRUNN & CO., INC. 
77 Water Street, New York, N. Y. 


OFFEE & TEA INDUSTRIES and The Flavor Field 
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Coffee promotion methods 
for Europe to be tested 
by PACB at Brussels Fair 


Coffee drinking will be promoted and publicized at the 
forthcoming Brussels Trade Fair through the joint efforts 
of the members of the Belgian coffee trade and the eleven 
Latin American coffee growing countries who belong to 
the Pan American Coffee Bureau 

Andrés Uribe, the United States representative of the 
National Federation of Coffee Growers of Colombia and a 
director of the Pan-American Coffee Bureau, went to 
Brussels to work out the details. 

The exhibit at the fair will be the first example of 
promotional cooperation between Latin America’s grow- 
ers and the coffee trade of an European country, Mr. 
Uribe said. The costs of the exhibit are expected to be 
equally underwritten by the Belgian trade and the Bureau 

While PACB was originally established to promote 
coffee sales in the United States and Canada, Mr. Uribe 
said that all 11 members wholeheartedly endorsed active 
coilaboration with the trades of European countries to 
increase coffee’s popularity. 

“Latin America’s growers recognize the great oppor 
tunity of developing larger markets for coffee through 
out all Europe,” he said. “The Belgian project is ex 
pected to be the forerunner of an ultimate large-scale pro 
motional campaign.’ 

The Brussels Trade Fair was chosen as the first project, 
Mr. Uribe said, because it will draw people from all over 
Europe. This will give the coffee men an opportunity 
to test promotional techniques that have been especially 
developed to stimulate coffee sales in local areas 


Europe’s coffee potential 


Europe remains coffee's best potential customer, Mr. 
He pointed out that although many millions 


middle-class’ standards of 


Uribe said 
of Europeans now enjoyed 
living, coffee was still generally considered as a “luxury” 
beverage. 

“Changing this point of view ts strictly a promotional 
job,’ he said. “We could increase coffee sales a hundred- 
fold if we could attain the same acceptance in Europe 
for coffee at meal time and the coffee break as we have 
in the United States.” 

However, Mr. Uribe admitted, promotion alone can do 
only part of the job of increasing sales. The present 
structure of taxes and tariffs on coffee imports, he said, 
must be lowered before the average European family 
can afford to buy coffee as a staple of diet 

Although considerable revenue is produced for local 
governments by taxing the beans or the beverage, he 
stated, lowering these taxes, he pointed out, need not 
lower this income 

‘West Germany discovered that a lowered coffee tax 
was of greater value than high taxes,” he said 

In August, 1953, West Germany reduced coffee taxes 
by 57% In September, coffee imports totaled 149,160 
bags as compared to imports of 91,220 bags for the month 
of August. This higher rate of imports has continued 
Mr. Uribe stated 

The increase in sales benefited Germany in another 
way, Mr. Uribe pointed out. The coffee growing nations 


(Continued on page 8&2) 


FEBRUA 


A Century of Service... 


TEA BAG PACKING — 


TO SPECIFICATIONS — VACUUM TINS, 1-LB. PAPER BAGS, RESTAURANT 
PACKS, 2 AND 4 OZ. INSTANT 


PRIVATE LASEL BLENDING, ROASTING, PACKING - 


Complete service available — supplying green cotlee, roasting to 
your specifications, blending to your standard, packing under 


your label. Samples of your coffee mate hed and prices quoted, 


EPPENS, SMITH CO., Inc. 


Direct Importers of Coffee and Tea 
51-02 21st Street, Long Island City 1, N.Y. 
Telephone EXeter 2-0600 


GRINDMASTERS 
WILL OPEN THE 
DOOR FOR 


| 1 4 
Grindmaster’ 
Low Cost encourages 


mw 


get aroma selling 
for you and retailer. 


Makes retailers more 
to feature 
omote 


coffees. 


More roasters use the 
GRINDMASTER to 
increase whole bean 
sales than any 
other make 


bag pac 


Write for infor- 
mation on how you can use 
GRINDMASTERS to greatly in- 
crease sales of your bag pocked 
whole bean coffees. 


= 

|= 
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AMERICAN DUPLEX CO. 
815-827 West Market St. Louisville 2, Ky. oe st 


the 
COFFEE 
TRADE 


Without ships, the American public would 
know coffee only as a rare and expen- 
sive luxury. Ships are an essential factor 
in the coffee trade. 


To the maintenance of that trade, 
Moore-McCormack Lines devotes a major 
share of its operations. Its large fleet of 
modern ships, including the fast pas- 
senger-cargo liners of the Good Neigh- 
bor Fleet and big C-3 cargo liners which 
are the last word in efficiency, keeps 
coffee moving in an unceasing flow from 
Brazil northward to the United States. 


The coffee trade can rest assured that, 
in the future as in the past, Moore- 
McCormack Lines will consistently devote 
its energies to the kind of service—swift, 
frequent and dependable—which will 
serve the best interests of the industry 
and the American consumer. 


COFFEE TEA INDUSTRIES and The Flavor Field 
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A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, (FC—LF.C. Lines Abbreviations for ports 


should exigencies require. Moreover, lines Independence—Independence Line Ba— Baltimore 
may schedule sailings not shown in this JavPac—Java-Pacifpic Line Bo—Boston _ 
schedule. P cc Corpus Chrish 
Lamp-Ho—Lamport & Hols Line, Lid Ch—Chicago 
Abbreviations for lines Lloyd—Lloyd Brastletro Chsn—Charleston 
Ahl Trans Car—Ahlmann Trans Carth- Lykes—Lykes Lines Cl—Cleveland 
bean Line Maersk—Maersk Line De—Detrou 
Alcoa—Alcoa Steamship Co. Mam—Mamentc Line Ga Galveston 
Am-Exp—American Export Lines Mormac—Moore-McCormack Lines, Ini Gf-—Gulf ports 
Am-Pres—American President Lines Nedlloyd—Nedlloyd Line 
ArgState—Argentine State Line Nopal—Northern Pan-American Line o—Housion 
Am-W Afr—American-West African Line HR—Hampton Roads 


Barb-Frn—Barber-Fern Line PAB—Pacific Argentine Brazil Line LA—Los Angeles 


Barb-W Afr—Barber-W 
Barb. Line PacFar—Pacific Far East Line, Ine. Montreal 
Brodin—Brodin Line PacTrans—Pacific Transport Lines, Inc Mo—Mubiie 
Cunard—Brocklebanks’ Cunard Service Proneer—American Pioneer Line NO—New Orleans 
Delte—Delta Lie ‘ Prince—Prince Line, Lid NY—New York 
Dodero—Dodero aii R Neth—Royal Netherland Steamship Co Nf- Norfolk 
Drey{us—Dreyfus Lines Robin—Robin_ Line NN—Newport News 
Ell-Buck—Ellerman & Bucknell $$. Co Royal Inter—Royal Interocean Lines — 
Sprague—Sprague Steamship Line 5 
Gran Stockard—Stockard Line SF 
Gulf—Gulf & South Amertca Steamshit UFruu—Unied Fruit Co $1 Jo—Saint Jobn 
Co., Im W’es-Lar—Westhal Larsen Co. Line 
Hol-Int—Holland-Interamerica Line Yamashita—Y amashita Line \'a—-Vancouver 


COFFEE BERTHS 


SHIP LINE DUE SAILS SHIP LINE DUE 


3/6 Santa Teresa Grace 
3/11 Aggershorg UFrmit NY3/24 


SAILS 
ACAJUTLA 


2/15 Santa Anita Grace LA2/25 SF2/27 Se3/2 3/18 Mabeila UFruit = NY3/31 
2/15 Choluteca UFruit Cr?2/25 NY3/4 3/19 Marna UFruit N03/30 
2/19 Telde UFruit Ho2/29 NO3/2 3/25 Byfjord UFruit NY4/7 
3/8 Otta UFruit Cr? 3/12 NY3/20 
3/11 Santa Cruz Grace LA3/21 SF3/23 Se3/27 
3/25 Telde UFruit Cr? 3/29 NO4/3 BARRIOS 
3/31 Choluteca UFruit CrP 4/4 NY4/12 
2/15 A steamer UF ruit NY2/23 
2/16 Leon UFruit N02/20 
2/22 Candida UFruit  NY3/1 rs 
AMAPALA 2/23 Lempa UFruit 02/27 
2/23 Cubahama UF ruit Ho2/27 


2/13 Santa Cruz Grace Cré 2/23 


2/21 Choluteca UFruit Cr°2/25 NY3/4 Loviand UFruit =NY3/8 
3/3 Otta UFruit Cr? 3/12 NY3/20 3/1 La Playa UFruit 
3/18 Santa Fe Grace Cr! 3/29 3/7 Copan UFruit =NY3/15 
3/26 Choluteca UFuit Cr? 4/4 NY4/12 3/8 Leon UFruit 
3/8  Cubahama UFruit Ho3/12 
3/14 A steamer UF ruit 3/22 
3/15 Lempa UFruit N03/19 
ANGRA DOS REIS 3/21 Candida UF ruit NY3/29 
2/11 Forester PAB LA3/3 SF3/5 Se3/1l Va3/12 Po3/15 3/22 La Playa UF mit NY3/26 
3/6 ‘Trader PAB LA4/5 SF4/7 Va4/13 Se4/14 Pod /18 3/22 Cuhahama UFruit 03/26 
4/15 Seafarer PAB LAS/5 SF5/7 Va5/14 Se5/15 Po5/19 3/28 Loviand UF ruit NY4/5 


BUENAVENTURA 
2/10 Gulf Banker Grace Ho2/22 N02/26 
2/10 Santa Anita Grace LA2/25 $F2/27 Se3/2 


BARRANQUILLA 


2/12 Aggersborg UFruit NY2/25 
2/14 Santa Teresa Grace NY2/22 


2/19 Candida UFruit NY3/3 2/12 Banker Gulf Ho2/23 NO02/26 

2/20 Marna UFruit N03/2 2/13 Santa Cecilia Grace NY2/20 a 
2/21 Santa Ana Grace NY2/29 2/15 Santa Ines Grace NY2/22 Ba2/27 

2/26 Byfjord UF nuit NY3/10 2/26 Farmer Gulf Ho3/8 NO3/11 

2/28 Santa Catalina Grace NY3/7 

2/28 Santa Cruz Grace LA3/21 SF3/25 Se3/27 CARTAGENA 

3/4 Carl UFruit NY3/17 

3/5  Fiador Knot UFruit NO3/16 2/11 Santa Paula Grace NY2/15 
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SAILS LINE SAILS SHIP 


2/13 Aggersborg UF rust WY2/25 GUAIRA 

2/18 Santa Rosa Grace NY2/22 

2/20 Cubahama UFruit 03/2 Santa Teresa — Grace NY2/22 

2/20 Mabella UFrit NY3/3 Santa Sofia Grace Ba2/21 NY2/22 
2/25 Santa Paula Grace NY2/29 Santa Rosa Grace NY2/22 

2/26 Santa Cruz Grace La3/21 $F3/24 $e3/27 Santa Ana Grace NY2/29 

2/27 Byftjord UFmit NY3/10 Santa Clara Grace Pa2/28 NY2/29 
3/3 Santa Rosa Grace Santa Paula Grace NY2/29 

3/5 LH, Cari UF ruit / Santa Catalina Grace NY3/7 

3/5 Fiador Knot UF ruit Santa Monica Grace Ba3/6 NY3/7 
3/12 Aggersbory UF ruit y Santa Rosa Grace NY3/14 

3/19 Marna UF rut Santa Teresa Grace NY3/14 

3/19 Mabella UFruit 4 Santa Sofia Grace Pa3/13 NY3/14 
3/26 Byfjord UF / Santa Paula Grace NY3/14 


CORINTO LIBERTAD 


2/13 Santa Anita Grace LA2/25 $F2/27 Se3/2 Santa Cruz Grace Cr’ 2/23 
2/16 Santa Cruz Grace Cr! 2/23 Santa Anita Grace LA2/25 SF2/27 Se3/2 
3/9 Santa Cruz Grace LA3/21 SF3/23 $e3/27 2 Choluteca UFruit 2/25 NY3/4 
3/22 Santa Fe Grace Cr 3/29 2/i Telde UFruit 2/22 Ho2/29 No3/2 
Otta UFruit Cr 3/12 NY3/20 
Santa Cruz Grace LA3/21 SF3/23 Se3/27 
CRISTOBAL Santa Fe Grace Cr’ 3/29 
Telde UFruit Cr 3/29 NO4/3 


Fiador Knot UFruit N02/20 
Choluteca UFruit Cre 4/4 NY4/12 


Choluteca UFruit NY3/4 
Marna UF ruit N03/2 
Fiador Knot UF ruit NO3/16 NION 
Otta UFruit NY3/25 U 0 
Marna UFruit N03/30 2/14 Santa Cruz Grace Cr' 2/23 
Telde UF ruit Cr’ 2/22 Ho2/29 NO3/2 
Choluteca UFruit Cr? 2/25 NY3/4 
DAR es SALAAM Otta UFruit Cr? 3/12 NY3/20 
Santa Fe Grace Cr' 3/29 
Telde UFruit Cr’ 3/29 NO4/3 
Choluteca UFruit) Cr? 4/4 NY4/12 


2/20 Afr Crescent Farreli NY3/20 

2/24 Kertosono Nedlloyd NY3/28 LA4/16 SF4/19 Po4/23 Vad/26 Sed/30 
2/25 James McKay Lykes Gulf 4/7 

3/4 Charles Dreyfus NY4/10 NO4/19 

3/15 Samarinda Nediloyd NY4/19 LA5/6 SF5/9 Po5/13 Va5/16 Se5/20 LIMON 

3/19 Afr Moon Farrel NY4/17 

3/19 Francois Dreyfus NY4/21 NO5/3 2/11 Cart UF ruit NY2/19 
4/11 Lombok Nediloyd NY5/18 LAG/4 SF6/7 Po6/11 Va6/14 Se6/18 2/13 Fiador Knot UFruit N02/20 
4/17 Gerard Dreyfus NY5/20 NO6/1 2/17 Aqgersborg UFruit NY2/25 


DREYFUS LINES 


SOUTH & EAST AFRIGA= | OUTward 
ALSO MADAGASCAR’ _ | DI. 4-4210 


General Agents: SAGUS MARINE CORPORATION INward 
General Freight Agents: TEXAS TRANSPORT & TERMINAL CORP., INC. WH. 3-8330 


TEA INDUSTRIES Th svor Field 
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SHIP LINE 


2 Mabella UFruit 

2/24 Marna UFruit NO3/2 
3 

3 


/2 Byfjord UFruit NY3/10 
9 Carl UFruit NY3/17 


3/9 Fiador Knot UFruit N03/16 
3/16 Aggersborg UFruit NY3/24 
3/23 Mabella UF ruit NY) /31 
3/23 Marna UF ruit N03, 30 


Byfjord UF ruit NY4/7 


LOBITO 


2/11 Taurus Am-W Afr USA 3/15 
2/13 Afr Grove Farrell NY3/13 
2/14 Afr Dawn Farrell NY3/6 
2/23 Dei Rio Deita N03/24 
3/11 Afr Glen Farrell NY4/10 
3/12 Afr Glade Farrell NY4/2 
3/20 Fernford Am-W Afr USA 4/30 
3/22 Del Sel Delta N04/14 

4 


18 Del Oro Delta N05/12 


2/10 Afr Grove Farrell NY3/13 
2/11 Afr Dawn Farre!! NY3/6 
2/21 Det Rio Delta N03/24 
3/8 Afr Glen Farrell NY4/10 
3/9 Afr Glade Farrell NY4/2 
3/18 Fernford Am-W Afr USA 4/30 
3/20 Dei Sol Delta N04 14 
4/16 Dei Oro Delta N05/12 


MARACAIBO 


2/12 Santa Sofia Grace Ba2/21 NY2/22 ae every step 


2/19 Santa Clara Grace Pa2/28 NY2/29 
2/26 Santa Monica Grace Ba3/6 NY3/7 
3/1 Santa Cruz Grace LA3/21 SF3/23 Se3/27 


3/4 SantaSofia Grace Pa3/13. NY3/14 of the way! 


MATADI / 


2/29 Del Rio Delta N03/24 
3/16 Fernford Am-W Afr USA 4/30 * 
3/17 Del Sol Delta N04/14 


Del Oro Deita N05/12 


4/13 


MOMBASA | Green coffee always 


travels first class in the 


2/10 Afr Crescent Farrell NY3/20 | 
2/28 Charles Dreyfus NY4/10 N04/20 experienced hands of Grace 
3/5 Kertosono Nediioyd NY3/28 LA4/16 SF4/19 Po4/23 Vas/26 Sed/30 line. From lone of 
3/9 Afr Moon Farre!! NY4/17 | 
3/10 James McKay Lykes Gulf 4/6 | to the coffee trade has come a sure understanding of the special 
3/14 Francois Dreyfus NY4/21 NO5/3 | care and handling coffee requires. Let this specialized experi- 
3/19 Samarinda Nediloyd NY4/19 LAS/6 SF5/9 Po5/13 Va5/16 Se5/20 ence be your assurance of safe, on-time arrival of valuable 
4/12 Gerard Dreyfus NY5/20 N06/1 

coffee 
4/15 Lombok Nediloyd NY5/18 LA6/4 SF6/7 Po6/11 Va6/14 Se6/18 ffee shipments. 

Operating on schedules geared to the needs of the trade, 
PARANAGUA Grace Line’s modern Santa ships provide year-round 
2/13 Mormacstar © Mormac NY3/3 Ba3/6 Nf3/7 Pa3/8 Bo3/-0 Ha3/12 American Flag service from the Coffee Ports of: 
2/13 Del Alba Delta NO3/6 Ho3/11 
2/14 Nyland Brodin 8a3/2 NY3/4 Bo3/6 COLOMBIA .. VENEZUELA .. ECUADOR .. PERU 
2/19 Mormacdove Mormac Jx3/10 NY3/13 Bo3/16 Pa3/18 Ba3/30 Nf3/2) 
2/20 Del Campo Deita NO3/13 Ho3/18 and West Coast of Central A 

merica 
2/21 Domingos Lloyd N03/13 Ho3/17 J 
2/22 Colombia Lioyd NY3/12 
2/25 Holberg Nopal NO3/18 Ho3/21 
2/26 Mormacwren Mormac 6a3/17 Pa3/19 NY3/21 Bo3/24 Ha3/26 
2/26 Buenos Aires Stockard NY3/18 Ba3/20 Pa3/22 TO 
2/26 Mormaciand Mormac LA3/23 SF3/26 Po3/29 Se3/31 Vad/2 
3/1  Mormacisle  Mormac NY3/20 B03/24 Pa3/26 Ba3/28 N13/29 NEW YORK «+ PHILADELPHIA 
3/5 Vaile Deita NO3/27 Ho4/1 

3/10 Trader PAB LA4/5 SF4/7 Va4/13 Sed/14 Po04/18 BOSTON BALTIMORE 
3/10 Branco Hod/3 LOS ANGELES SAN FRANCISCO 
3/15 Santos Stockard NY4/5 Ba4d/7 Pad/9 
3/19 Del Viento Delta N04/10 Ho4/15 SEATTLE ? VANCOUVER, B.C. 
3/21 Mormacguif Mormac LA4/16 SF4/19 Pod/22 Se4/24 Vad/26 
4/10 Seafarer PAB LAS/5S SF5/7 Va5/14 Ce5/15 P05/19 


GRACE LINE 


2/13 Santa Sofia Grace Ba2/21 NY2/22 
2/16 Santa Rosa Grace NY2/22 
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SAILS Snip LINE DUE SAILS SHIP LINE DUE 


2/20 Santa Clara Grace Pa2/28 WY2/29 3/15 Del Norte Delta N03/29 

2/23 Santa Pauta Grace NY2/29 3/20 Santos Stockard NY4/5 Ba4/7 Pa4/9 

2/27 Santa Monica Grace Ba3/6 NY3/7 3/24 Del Viento Delta N04/10 Ho4/15 

3/L Santa Rosa Grace NY3/7 4/17 Rio de Janeiro PAB LAS/S SF5/7 Va5/14 Se5/15 Po5/19 
3/5 Santa Sofia Grace Pa3/13 NY3/14 


3 Santa Paula Grace NY3/14 SAN JOSE 


PUNTARENUS 2/10 Santa Cruz Grace Cr 2/23 
2/16 Santa Anita Grace LA2/25 SF2/27 SE3/2 


2/82 3/12 SantaCruz Grace‘ LA3/21. $F3/23. $e3/27 
2/13 Choluteca UFruit Cr 2/25 NY3/4 3/15 Santa Fe Cr’ 3/29 
2/21 Santa Cruz Grace Cr’ 2/23 
2/29 Otta UFruit Cr 3/12 
3/19 Telde UFruit Cr 3/29 N04/3 SANTOS 
3/23 Choluteca UFruit Cr4/4 NY4/12 
3/27 Santa Fe Grace Cr! 3/29 2/10 Mormacswan Mormac Jx2/26 NY3/1 Bo3/4 Pa3/6 Ba3/8 
2/10 Forester PAB LA3/3 SF3/5 SE3/11 Va3/12 
2/12 Panama Lloyd NY2/26 
RIO de JANEIRO 2/12 Sandaa Nopal N0O3/3 Ho3/7 
2/11 Montevideo Stockard NY2/27 Ba2/29 Pa3/2 Del Alba Deita N03/6 Ho3/11 
2/12 Panama Lloyd NY2/26 / Bow Hill 1FC NY2/29 Pa3/2 Ba3/4 Bo3/6 StJo 3/7 
27/12 Forester PAB LA3/3 SF3/5 Se3/11 Va3/12 Po3/15 / Nyland Brodin Ba3/2 NY3/4 Bo3/6 Pa3/8 
2/13 Panama Lloyd NY2/26 /2 De! Campo Deita NO3/13 Ho3/18 
2/14 Sandaa Nopal NO3/3 Ho3/7 / Mormacdove Mormac  Jx3/10 NY3/13 Bo3/16 Pa3/18 Ba3/20 Nf3/21 
2/17 Alba Deita NO3/6 Ho3/11 Domingos Lloyd NO3/13 Ho3/17 
Nyland Brodin Ba3/2 NY3/4 Bo3/6 Pa3/8 Ha3/12 2 Bow Santos 1FC NY3/10 Pa3/13 Ba3/15 Bo3/18 Ha3/20 
Mormacstar Mormac NY3/3 Ba3/6 NI3/7 Pa3/8 Bo3/10 Mormactand Mormac 1A3/23 SF3/26 Po3/29 Se3/31 Va4s/2 
Mormaciand Mormac LA3/23 SF3/26 Po3/29 Se3/31 Va4/2 Z Colombia Lioyd NY3/12 
Del Campo Deita NO3/13 Ho3/18 / Holberg Nopal N03/18 Ho3/21 
Mormacdove Mormac Jx3/10 NY3/13 Bo3/16 Pa3/18 Ba3/20 Nf3/21 Brazi\ Mormac NY3/12 
Domingos Lioyd N03/13 Ho3/17 Z Buenos Aires Stockard NY3/18 Ba3/20 Pa3/22 
Brazil Mormac NY3/12 / Dei Mar Delta NO3/15 
Holberg Nopal NO3/18 Ho3/21 Mormacwren Mormac Ba3/17 Pa3/19 NY3/21 Bo3/24 Ha3/26 
Del Mar Delta N03/15 Mormacisie Mormac NY3/20 Bo3/24 Pa3/26 Ba3/28 Nf3/29 
Mormacwren Mormac 6a3/17 Pa3/19 NY3/21 Bo3/24 Ha3/26 Del Valle Delta N03/27 Ho4/1 
Buenos Aires Stockard NA3/18 Ba3/20 Pa3/22 Trader PAB LA4/5 SF4/7 Va4/13 Se4/14 P04/18 
Trader PAB LA4/5 SF4/7 Vad/13 Se4/14 Po4/18 Bow Plate 1FC NY3/27 Pa3/29 Ba3/30 Bo4/1 MI4/5 
Mormacisie Mormac NY3/20 Bo3/24 Pa3/26 Ba3/28 Nf3/29 2 Branco Nopal NO4/1 Ho4d/3 
Del. Vaile Delta NO3/27 Hod/1 Del Norte Deita No3/29 
Branco Nopal NO4/1 Ho4/3 Seafarer PAB LAS/5 SF5/7 Va5/14 Se5/15 P05/19 


Mormacguif Mormac LA4/16 SF4/19 Po4d/22 Se4/24 Vad/26 Santos Stockard NY4/5 Ba4/7 Pad/9 


TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


‘SOUTH AMERICA 


f PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 
Regular weekly sailings 


| 


WEST AFRIC 


ANGOLA, BELGIAN CONGO, CAMEROONS, IVORY COAST, AND LIBERIA 
inee regutar service 


AGENTS 


RIO DE JANEIRO: DELTA LINE, INC \ 
Ruo Visconde Inhauma 134 
SANTOS. DELTA LINE, INC. 


Rue 15 de Novembre 176-178 
LUANDA & LOBITO MISSISSIPPL SHIPPING CO. INC, NEW ORLEANS 


Sociedade Luso-Americana, Ltda 
MATADI 
Nieuwe Afrikaansche Handels Vennootschap 
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3/20 
3/21 


2/20 
2/27 
2/27 
3/12 
3/26 


2/10 
2/11 
2/20 


2/13 
2/13 
2/15 
2/16 
2/19 
2/26 
2/28 


3/5 
3/1 
3/20 
4/5 


2/15 
2/17 
3/18 
3/18 
4/15 


SAILS 


DJIBOUTI 


SHIP 


Mormacgulf 
Dei Viento 


TANGA 


Afr Crescent 
Kertosono 
Charles 
James McKay 
Afr Moon 
Francois 
Samarinda 
Gerard 
Lombok 


VICTORIA 


Del Alba 
Del Campo 
Domingos 
Del Valle 
Del Viento 


CALCUTTA 


Exchequer 
City of Swansea 
Exmouth 


COCHIN 


Hayes 
Exchequer 
Exmouth 
Garfield 
Madison 


COLOMBO 


Macharda 
Magdapur 
Exchequer 
Hayes 
Silvercrest 
Exmouth 
Garfield 
Oluf 
Madison 
Trein 

Else 


DJAKARTA 


Tyler 
Oluf 
Fillmore 
Else 
Harding 


3/5 Kertosono 
3/27 Samarinda 
4/25 Lombok 


HONG KONG 


2/10 Pierce 
2/12 Korean Bear 
/15  Borghoit 
Johnson 

18 Sea 

18 Nicoline 

18 America 

19 Tungus 
Madison 
/26 Golden Mariner 
29 Buchanan 
Pacific 

3 Sally 
Talleyrand 


nN 


FEBRUARY 


LINE 


Mormac 
Deita 


Farreti 
Nedlloyd 
Dreyfus 
Lykes 
Farrel! 
Dreyfus 
Nedlloyd 
Dreyfus 
Ned|loyd 


Deita 
Deita 
Lioyd 
Delta 
Delta 


Am- Exp 
Ell - Buck 
Am-Exp 


Am- Pres 
Am-Exp 
Am-Exp 
Am- Pres 
Am- Pres 


Cunard 
Cunard 
Am-Exp 
Am- Pres 
JavPac 
Am-Exp 
Am - Pres 
Maersk 
Am- Pres 
Maersk 
Maersk 


Am - Pres 
Maersk 
Am - Pres 
Maersk 
Am - Pres 


Nedlloyd 
Nediloyd 
Nedlioyd 


Am- Pres 
PacFar 
Stockard 
Am- Pres 
Pioneer 
Maersk 
PacTrans 


Barb-Wn 


Am - Pres 
PacFar 
Am - Pres 
PacTrans 
Maersk 


Barb-Wn 


TEA BERTHS 


DUE 


LA4/16 SF4/19 Pod/22 Se4/24 Vad/26 
N04/10 Ho4d/15 


NY3/20 

NY3/28 LA4/16 SF4/19 Pod/23 Vad/26 Se4/30 
NY4/10 NO4/19 

Gulf 4/6 

NY4/17 

NY4/21 NO5/3 

NY4/19 LAS/6 SF5/9 PO5/13 Va5/16 Se5/20 
NY5/20 NO6/i 

NY5/18 LA6/4 SF6/7 Po6/11 Va6/14 Se6/18 


NO03/6 Ho3/11 
NO3/13 Ho3/18 
Ho3/17 

N0O3/27 Ho4/1 
N04/10 Hod 15 


Bo3/17 NY3/18 
Bo3/15 NY3/16 Pa3/20 Nf3/22 Ba3/23 
Bo3/28 NY3/29 


NY3/24 Bo3/30 Ba4/2 HR4/3 LA4S/17 SF4/21 
Bo3/17 NY3/18 

Bo3/28 NY3/29 

NY4/7 Bo4/12 Ba4/15 HR4/16 

NY4/19 Bo4/23 Ba4/25 HR4/26 LA5/10 SF5/14 


| 


Bo3/11 NY3/13 Pa3/18 Nf3/20 Ba3/22 
$a3/12 NO3/17 Ho3/20 Ga3/21 

Bo3/17 NY3/18 

NY3/24 Bo3/30 Ba4/2 HR4/3 LA4/17 SF4/2) 
LA4/5 SF4/9 Pod/14 Se4/17 Va4/21 

Bo3/28 NY3/29 

NY4/7 Bo4/12 Ba4/15 HR4/16 

NY4/7 Ha4/i8 


NY5/6 MI5/20 


LA4/1 NY4/M6 Ba4/22 Bo4/25 
NY5/6 MI5/20 

LAS/4 NY5/19 Ba5/25 Bo5/28 

NY5/6 MI5/20 
LA6/1 NY6/16 Ba6/22 Bo6/25 


WHERE YOU WANT IT... 


WHEN YOU WANT IT... 


Your coffee arrives in 
perfect condition at our 
modern terminal at Pier 
25, North River, New 
York, in just 13. days 


from Santos 12 days 
from Rio—-when it comes 
via Argentine State Line 
Our large fleet of modern 
freighters plus three 
new passenger liners 

RIO DE LA _ PLATA, 


RIO TUNUYAN, RIO 
JACHAL operate switt, 
depe ndable Cargo service 
between East Coast of 


South America. ports 
and New York Your 
coffer is ha ndtle d by 
experienced, ef ficient 
crews, in and out of im 
maculate holds, assuring 
a minimum of bag dam 
age and flavor contami 
nation from dockside in 
Rio or Santos to. truck 
or lighter in New York 


ARGENTINE 
STATE LINE 


Boyd, Weir and Sewell, Inc., 
General Agents 

24 State St., New York 4, N.Y 
Tel. BO 9.5660 


Specialists in handling 
COFFEE from BRAZIL 


Ba4/25 HR4/26 LA5/10 SF5/14 to U.S. North Atlantic Ports, Canada 


All coffee cargoes receive speedy, careful handling 
and personalized service when they re shipped with 
iFc Lines. Every shipment gets specialized handling 
to insure dependable, safe arrival. And every iFc 
ship pleasantly accommodates |2 passengers. 


NY3/28 LA4/16 SF4/19 Po4/23 Vad/26 Sed/ 30 
NY4/19 LAS/6 SF5/9 P05/13 Se5/20 Va5/16 
NY5/18 LA6/4 SF6/7 Po6/11 Va6/14 S$e6/18 


LA2/26 NY3/12 Ba3/18 Bo3/21 


SF2/27 LA3/4 
NY3/26 
SF3/6 LA3/10 
NY3/27 


SF3/11 LA3/14 NY3/29 


SF3/7 LA3/10 


SF3/12 LA3/14 NY3/30 
NY4/19 Bo4/23 Ba4/25 HR4/26 


SF3/12 LA3/18 


NY4/7 Bo4/12 Ba4/15 HR4/16 


SF3/20 LA3/24 


SF3/25 LA3/28 NY4/12 
SF3/27 LA3/29 NY4/14 


Agents 


BRAZIL Agencia Jonnson 110 CANADA Ker: Steamsrios 

de Janeiro, Santos and Sac Paule Montres!. Toronto. St john 

PITTSBURGH Ship DETROIT Macfarlane 
| ping Agency, 202 Henty W Oliwer 9445 Free Press Bidg 

NEW ENGLAND Hope West Adams St 

Neidiinger, Wickford, PHILADELPHIA ou 

Steom- belman & Co. tnc,, Bourse Bide 


ship Agency, inc , Munsey Bidg 


if'c lines 


International Freighting Corporation, Inc. 
17 Battery Place, New York City 4. N.Y. —Phone Digby 4.2800 
Pier } Erie Basin, Brooklyn, N. Y —Phone MAin 5.3200 
Branch Office: Buenos Aires—Avenida Pie. Julio A. Roca-710 


2/15 
2/29 
3/14 
3/15 
3/18 | 
4/13 
4/14 | 
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Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Bringing North and South America nearer each other, LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW YORK NEW ORLEANS 
17 Battery Place 305 Board of Trade Bldg. 


FOR 
FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets ... rely on 


_ UNITED FRUIT @ 
| COMPANY 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 
NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 
Pier 3, North River 
NEW ORLEANS: 

321 St. Charles St. 


SAILS SHIP DUE 

3/6 -~Polk Am-Pres NY5/5 Bo5/11 Ba5/14 HR5/15 
3/11 Japan Bear PacFar $F3/26 LA4/1 

3/14 Jefferson Am-Pres NY5/13 Bo5/18 Ba5/21 HR5/22 
3/16 Tyler Am-Pres LA4/1 NY4/16 Ba4/22 Bo04/25 
3/17 China PacTrans SF4/4 LA4/8 

3/18 Johannes Maersk SF4/11 LA4/14 NY4/28 
KOBE 

2/11 Fernbank Barb-Wn SF2/27 LA2/29 NY3/16 

2/16 Madison Am-Pres NY3/19 Bo3/23 Ba3/25 HR3/26 
2/21 Borghoit Stockard NY3/26 

2/22 America PacTrans SF3/7 LA3/10 

2/23 Nicoline Maersk SF3/11 LA3/14 NY3/29 

2/23 Sea Pioneer NY3/27 

2/25 Tungus Barb-Wn SF3/12 LA3/14 NY3/30 

2/29 Polk Am-Pres NY5/5 Bo5/11 Ba5/14 HR5/15 
3/5 Pacific PacTrans SF3/20 LA3/24 

3/9 = Sally Maersk SF3/25 LA3/28 NY4/12 

3/9 = Jefferson Am-Pres NY5/13 Bo5/18 6a5/21 HR5/22 
SHIMIZU 

Effie Maersk SF2/27 LA3/1 NY3/15 

2/25 Nicoline Maersk SF3/11 LA3/14 NY3/29 

2/25 Sea Pioneer NY3/27 

3/7 —~Pacific PacTrans SF3/20 LA3/24 

3/11 Sally Maersk SF3/25 LA3/28 NY4/12 

3/27 Johannes Maersk SF4/1)1 LA4/14 NY4/28 


Peter Maersk SF4/26 LA4/29 NY5/14 


YOKOHAMA 

2/15 Fernbank Barb-Wn SF2/27 LA2/29 

2/15 Effie Maersk SF2/27 LA3/1 NY3/15 

2/24 Borgholt Stockard NY3/26 

2/25 America PacTrans SF3/7 LA3/10 

2/27 Sea Pioneer NY3/27 

2/29 Tungus Barb-Wn SF3/12 LA3/\4 NY3/30 
2/29 Nicoline Maersk SF3/11 LA3/14 NY3/29 
3/9 Pacific PacTrans SF3/20 LA3/24 

3/15 Sally Maersk SF3/25 LA3/28 NY4/12 
3/1 Talleyrand Barb-Wn SF3/27 LA3/29 

3/24 China PacTrans SF4/4 LA4/8 

3/30 Tudor Barb-Wn SF4/11 LA4/13 NY4/29 
3/31 Johannes Maersk SF4/11 LA4/14 NY4/28 
4/15 Peter Maersk SF4/26 LA4/29 NY5/14 


Accepts freight for New York, with transshipment at Cristobal, C. Z 
Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 


Austin O’Brien joins Byrne, Delay 


Austin A, O’Brien, treasurer of the National Coffee 
Association and formerly a partner in the firm of Nash 
& O'Brien, is now associated with Byrne, Delay & Co. 
as manager of the company's New Orleans office. 

Richard M. Nash will continue the former business of 
Nash & O’Brien under the name of Nash & Co 


M/S BORGHOLT M/S IGADI M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD STEAMSHIP CORPORATION, General Agents 


17 Battery Place, New York 4. N. Y.. WHitehall 3-2340 


M/S LISHOLT 
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House committee authorizes 


Defense Department to close | NOPAL LINE 


down coffee roasting plants 


The United States government has been authorized to | 


The Northern Pan-America Line A/S 


get out of the coffee business, according to a report by | Oslo 
the National Coffee Association. 
NCA said it was informed that the House Appropri- Regular Service 
ations Committee had acquiesced to the Defense Depart- | 
ment’s expressed intention to cease its coffee roasting ac- Fast Norwegian Motorships 
tivities 
The association has been working toward this end for | Coffee Service 
the last three and a half years. 
This means that an additional 57,500,000 roasted | Brazil/U. S. Gulf 


pounds of coffee business will be available annually to 
private industry. This quantity is the amount cited by 
the Department of Defense in its letter to the House Ap- 
propriations Committee as the extent of its purchases for 


General Agents 


the calendar year 1953 Olvind Ina 
It is anticipated that the next move will originate with 21 West Street, New York 6, N.Y. 
the Defense Department in ordering the closing of its WHitehall 3.1572 
coffee roasting plants and the eventual issuance of invi- New Orleens—Bich! & Co., Inc., Senlin Bldg. 


tations to supply roasted, ground and vacuum-packed 


coffee to the Armed Forces. Houston—Biehl & Co., Cotton Exchange Bldg. 


Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 


Detroit—F. C. MacFarlane, 945 Free Press Bldg. 


Rudolf Hecht, Mississippi Shipping 
hoard chairman, dead at age of 70 


Rudolph S. Hecht, chairman of the board of the Mis 
sissippi Shipping Co., died last month of a heart attack 


Santos/Rio—Agencia de Vapores Grieq S/A 


Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Ine. 


at the age of 70 

Mr. Hecht was also board chairman of International 
House, in New Orleans. 

Born in Ansbach, Germany, Mr. Hecht came to this 
country while still a young man. He studied at the | 
University of Chicago, and was a member of the first 
graduating class, 1906, of the American Institute of 
Banking. 

Mr. Hecht went to New Orleans in 1906 to work for 
the Hibernia Bank and Trust Company (later the Hiber 
nia National Bank). At the age of 33 he was named 
president of the bank and was chairman of the board 
when he retired from banking activities 


Mr. Hecht was a member of the advisory committee | 
ipa FOR THE 
of the Export-Import Bank, a trustee of the Inter-Amert 


| 
can Council for Commerce and Production and a director | COFFEE INDUS | RY 
| 


of the United States Council of the International Chamber 


of Commerce. 


The financier also served as a vice president of the 
Southern Council of International Relations and as presi 


dent of New Orleans Dock Board. | For more than thirty years, Pacific-Argentine-Brazil 
He was a co-founder of the Mississippi Shipping Co Line has been a leading factor in coffee commerce be- 
tween Brazil and the West Coast of the United States. 


and a founder of International House and the Inter seg ‘ 
Nici Be Regular schedules on modern C-3 ships. Entrust your 

national Trade art cargoes to experienced P-A-B. 

Mr. Hecht is survived by his widow and two daughters 


= 


Accommodations 


Coffee freighting agreements extended 


Two coffee ocean freighting agreements have been ex POP. & TA i BOT 


tended from January 15th, 1956, to March 3rd 


These actions were taken by the East Coast Colombian | ume 
BRATIL LINE INC 
Conference and the Association of West Coast Steamship TALOOT, INC.. AGENTS PACIFIC ATLANTIC InTERCOASTAL 
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Crops and countries 


coffee news from producing areas 


Institute rules on coffee qualitics 


A new ruling on coffee qualities has been put into effect 
by the Brazilian Coffee Institute, it is reported by Octavio 
Veiga, Santos correspondent of Corrrr & TEA INDUSTRIES 

All coffees of Rio beverage quality possessing character 
istics Of Santos style must be described as “Rio Beverage 
Santos Style’, and prices must be registered at levels fixed 
by the Santos Coffee Exchange for coffees “without descrip 
tion 

The ruling is based on the principle that coffees of equal 
qualities should be equally priced at all export ports 


Mejia, USDA differ on estimates 
of 1956 coffee crop in Colombia 


Record coffee crops are coming up this year and in the 
next few years in Colombia, according to a report by the 
United States Department of Agriculture 

USDA put the 1956 Colombia crop at 7,200,000 bags, 
with 6,500,000 exportable, and called this estimate con- 
servative 

Manuel Mejia, head of the National Federation of Cof- 
fee Growers of Colombia, cabled the New York Coffee 
& Sugar Exchange that the 1956 crop would not go beyond 
6,000,000 bags. He added that Colombia has never pro 
duced more 

It was assumed that the Mejia total referred to ex 
portable production 

The USDA report put the carry-over in Colombia on 
September 30th, 1955 at 2,321,881 bags, or 1,000,000 bags 
higher than the previous year, Additions to carryover were 
predicted over the next few years as the trend in produc 
tion moves higher 

For the current marketing year starting October Ist, 


1955, with a carryover of 2,321,881 and a crop of 7,200,- 
000, total supply is estimated by USDA at 9,521,881 bags. 

Of this total’ says the department, “approximately 
4,400,000 bags should be available for export and reserves. 
This supply would exceed that of the previous season by 
more than 17%.” 

Trade sources were critical of the USDA reports, saying 
it did not take into account the effect of heavy rains. 

They also declared USDA's recent estimates of Central 
American coffee production were about 1,000,000 bags too 


high 


New program to increase coffee output in Mexico 


A comprehensive program to increase Mexico's coffee 
production and exports is being developed by the semi- 
official institution, Beneficios Mexicanos del Cafe, it is 
reported by Douglas Grahame, Mexico City correspondent 
of COFFEE & TEA INDUSTRIES 

President Adolfo Ruiz Cortines has approved the plan 
and a 30,000,00-peso ($2,400,000) budget for it 

Coordination of official and private effort in coffee is a 
feature of the program. Standards that have won recog- 
nition for Mexican coffee, particularly that produced in the 
Coatepec district, Vera Cruz state, will be maintained. 

Coffee farmers are being urged to use fertilizers that will 
improve the quality of the product, and the most modern 
planting and rearing methods are being encouraged. 

The Mexican government had the highest yield in its 
history last year from taxes on coffee, announced the semi- 
official National Foreign Trade Bank. The bank estimated 
revenue is at around 200,000,000 pesos ($16,000,000 ) . 

That the 163,000,000 peso-yield for 
1954. 

The bank's calculation was predicated upon returns for 
the first ten months of 1955 

The bank claims that Mexico is the world’s third greatest 
coffee exporter, topped only by Brazil and Colombia, a 


compares with 


ETHIOPIAN 


DJIMMA 


SJM < Symbols of Quality > ALKIS | 


S. J. MAGDALINOS 
ADDIS-ABEBA, ETHIOPIA 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 


COFFEES 


HARRAR 


17 Battery Place, New York 


ROASTING 

GRINDING 

PACKING 
VACUUM PACKING 


Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 
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Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 

Total Deliveries—from: Visible Supply—ist of Month 

Entries Brazil Others Total Brazil Others Total 


479 1,234 


1,959 


1,089 532 499 1,031 687 362 1,049 
808 162 592 754 311 596 907 
August ..... 674 247 552 799 438 640 1,078 
846 518 398 916 543 590 1,133 

2,097 1,035 532 1,567 


December ........ 


411 S74 1,285 567 425 992 i 
1,390 434 1,027 1,461 194 541 735 i 
\pril 1,193 540 650 1,190 425 381 806 
May 1,715 585 1.159 1,744 533 422 955 
August 1,360 579 745 1,324 484 330 i 
September 1,490 731 1,506 543 
October 1,804 1,063 1,887 1,024 213 1,237 
November 2,048 1,017 996 2,015 1,432 303 1,129 
December 2,115 842 1,007 1,849 1,100 222 87H i 


1956 


January (1-27) ... 1,419 652 GOS 1,557 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


1351 571 THO 


Right now and probably for a little while to come, a 


The coffee outlook 
dominating factor in the overall picture will be the ques- 
necn period that the coffee man passes through, these tion of the coffee policies that will take shape under Bra- 

last few years, seems to be a strange one, with peculiarities ji. pow government. 


unlike anything he has run into before. 
That Coffee interests here studied carefully the remarks made 
at estimation applies to the current period, too. 
PI ; — by President Kubitschek on his pre-inauguration visit to 
We are, it is now being taken for granted, in a situation ; ; 
f increasing supplies, relative to demand. ‘That appears the United States. 
PPE The remarks, as to be expected in the circumstances, were 


to be, apart from its other qualities, a simple fact. Yet 
general. But they did seem to lean toward favoring 
the consequences of the fact are complicated and_para- 
international agreement to stabilize prices. He empha- 


doxical. 
R mr ; sized that stability of price was more important than price 
per se. He added, however, that any such agreement would 
ventory basis, unwilling to run the risks of large stocks. 4 
) have to be with the participation of consuming countries. 
Spot coffees and nearbys are consequently in good demand, We can expect each new unfolding of policy will set 
most of the time, and are priced accordingly. 
BY in motion decided market reactions. At this writing, be- 
The threat of a future situation is therefore working fore the inauguration, it has already begun to happen 
out into a reverse effect in the immediate scene. Unfortunately, it can be expected that more such re- 


Characteristic, too, of the current situation is the enor- ports will be forthcoming, until—or should we say if? 
mous spread between Brazils and Colombians, far beyond Brazil's new administration reaches a firm and clear coffee 
the usual difference. policy 


SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 


General Agents 
42 Broadway New York 4, N. Y. 


Serving The Coffee, Tea @ Spice Trade For Many Years () Kiverfront Warehouses 
’ 
Brookhattan Trucking Co., Inc. h} Bowne Morton S Stores, Inc. 
57 FRONT ST. NEW YORK 4, N. Y. ¢ % 611 SMITH ST. BROOKLYN, N. Y. 
on £ wii 907 
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as 
1954 
Marel 1,86 73 1,224 755 
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keep restaurant cash registers hot 


(Continued from page 38) 


ly content to give it menu listing, they have tied-in iced 


coffee with ice cream. A popular drink is iced coffee with 
coffee ice cream. This is smart fountain merchandising, 
for not only does this keep coffee consumption up, but 
the operator sells a profitable related product. 

One of the new ways to glamorize iced coffee is to 
serve it in a bright, colorful, frosted aluminum tumbler 
Coffee Julep. Several restaurants in New York City 
cooperated in a test sponsored by the Pan-American Cof 
fee Bureau and the Light Metals Corp. of Louisville, Ken 
tucky, an affiliate of the Reynolds Metals Co 

The promising. The manager of 
Prexy's restaurant unit was particularly enthused. He 
agreed to test the tumblers for two weeks in August 
Results so good that he asked to continue using 
them through September with 
that 
aluminum 


results were one 


wer 
Interviews conducted 


switched to iced coffee 


tumbler 


customers revealed 
because the 
and tempting. 

You are all aware of how many restaurants have taken a 
page from Elmer Wheeler and have successfully sold the 
Here is an opportunity for us to sell 


many 


frosted looked so ‘‘cool 


in the steak.”’ 
the “glamou:” in iced coffee by promoting the many new 
and excit npg ways it may be served, 

Through the creation of bright back-bar posters, you have 
been provided with the tools to tie-in with “¢ ool Off With 
Coffee These will enable our friends in the restaurant 
field to capitalize profitably on the Bureau's exciting con 
sumer advertising and public relations program in support 
of iced coffee 

The coffee industry annually loses sales of over $100,- 
000,000 during June, July and August. Any efforts taken 
to increase coffee consumption during these summer months 
will pay off for you and for your customers in the institutional 
field 

Shouldn't you start planning /oday to sell more of your 
brand through institutional channels this Summer? — Plan 
now to make sure that “Cool Off With Coffee’ helps your 


customers to keep their cash registers hot! 


“Our iced coffee promotions pay off” 


(Continued from page 37) 


GLASS WITH REGULAR ICE CUBES) or over black ice 
cubes, made by freezing SAVARIN Coffee in your regular 
ice tray. (HAND POURS COFFEE INTO GLASS WITH 
BLACK ICE CUBES.) 

"There's a lot to be said for these black ice cubes. They 
melt as coffee, not walter, so you enjoy every bit of SAV A- 
RIN's magnificent richness.” 


ON THE AUGUST 20th SATURDAY NIGHT NEWS, 
THE EMPHASIS WAS ON APPETITE APPEAL: 
“If you want something that's delicious and easy to fix, 

try this(HE PICKS UP GLASS) a tall glass of iced 

Savarin Coffee, topped off with a generous scoop of vanilla 

ice cream.” (HE SIPS THROUGH STRAW, GRINS AND 

SAYS.) Mmmmm! What a winning combination THAT 


is! 
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“Bui that's Savarin, with we cream ov served hot 
with regular ive cubes ov black ica cubes made in your re- 
frigerator trays from Savarin Coffee.” 

How can we summarize the Savarin approach to hot- 
weather advertising? While we do not give our Savarin 
campaign a completely new direction for the summer, we 
definitely modify it to meet hot weather selling needs. 

Mostly, I'd say it’s a matter of attitude—a conviction 
that we're not going to be defeatists about the traditional 
summer slack 
be out promoting coffee to the hilt. 

It’s yust a matter of educating the public 
them that coffee is just as enjoyable in August as in 
January, just as delicious in July as in October 


not going to ‘yo fishing’ when we should 
goin, 


reminding 


coffee drinking level: seminar report 


(Continued from page 50) 


A new film was shown, the “Challenge to America,” 
sponsored by the Association of National Advertisers 
American Association of Advertising Agencies Joint Com- 
mittee on our Economic System, dramatizing the great 
potential growth of our economy during the coming de- 
cade. 

Following the film, Mr. Evans told the group that 
wages and raw material costs continue to rise but coffee 
prices have dropped. This has become a principal market- 
ing asset, he said. While the coffee break is still i 
its infancy, untold millions of cups of coffee will event- 
ually be required to satisfy the growing demands of this 
new, but now firmly implanted American custom. 

Mr. Evans urged his listeners to work towards re- 
storing the 16-pounds-per-capita coffee consumption level. 
He said it is a job that can be done if each pulls his own 
weight. 

Eugene G. Laughery, general manager of the Coffee 
Brewing Institute, revealed that CBI projects now under 
way include the following: efforts to achieve an objective 
measurement and control of the desired color and uni 
formity of successive batches of coffee in the roasting 
process; a comprehensive survey of retail and restaurant 
grinds; the inter-relationship of the fundamental brew 
ing principles to the design and development of auto 
matic coffee makers; the effect of water's taste and odor on 
the quality of brewed coffee; and the influence of softened 
water on the preparation and quality of coffee. 

Studies are also being made, he said, regarding the sta- 
bility of the taste and aroma of brewed coffee; the stabil- 
ity of the chemical compounds comprising aroma; the 
chemical compounds present in coffee; and the analysis of 
the volatile components of roasted coffee 

Other investigations are concerned with a quantitative 
analysis of coffee; the nutritional benefits of coffee, and 
the physiological effects of coffee and caffeine. 

At dinner in the Roosevelt, the speaker was Dr. Henry 
J. Engler, Jc., dean of the college of Business Adminis- 
tration of Loyola University, New Orleans. 

Edward E. Van Horn, PACB director of advertising, 
told the group at the next morning's session of the 
Bureau's national magazine advertising. 

The advertisements use the slogan: “There is nothing 
so satisfying as a cup of good coffee.” Mr. Van Horn said 


(Continued on page 8&2) 
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Your slice of the iced coffee potential 


Last August, in the midst of a sizzling summer, we ran 
an editorial on this page called “Let's start now! 

Record heat baked the nation in July and into Aug 
ust,” the editorial said. ‘That heat meant smiles as well 
4s sweat to some industries In coffee, record heat 
meant sagging demand. Apart from keeping an eye on 
changes in green coffee, everybody waited just a little 
harder for the first flush of fall demand 

“Not that there wasn't any iced coffee promotion. But 
it was so slight as to be insignificant. 

The editorial emphasized the great potential offered to 
the industry by iced coffee; pointed to the assets of iced 
coffee as a cool, refreshing drink with a flavor that has 
almost universal acceptance in the country; and declared 
that if tced coffee doesn't sell, the reason is that the in 
dustry has never really tried to sell it 

We've been doing some quiet checking,” the editorial 
stated We've tripped repeatedly on what may be a key 
to the situation. It 1s an attitude which exists wth the 
industry 

Many coffee men say iced coffee doesn't sell. There 
fore iced coffee isn't much good Why put promotion 
money into it?” 

The editorial concluded that iced coffee was not the 
only potential for more coffee volume But it's a 
place to begin, with specific target dates—-the summer of 
1956 Let's start now! 

That record heat last summer burned away some of 
the traditional thinking in the industry on the summer 
slump The trade began to take a new look at iced 
cottee 

The result is a great campaign for iced cotfee—this 
summer 

This campaign puts it within the power of roasters to 
turn rising temperatures in the hot months ahead from a 
source of dread to a cause for smiles 

The promotion will see powerful industry-level ad 
vertising, public relations and merchandising. It 1s also 
geared for individual brand promotion by the roaster 

Research has placed the iced coffee potential, at current 
levels, at $100,000.000. That ts how much the industry 
would pick up in sales if it knocked out the summer 
slump 

It would also gain from an easing of the strains that 
come from seasonal slack—-plant operation problems 
personnel questions, costs, uneven loads on allied fields, 
et 

To help the industry tap the $100,000,000 potential, 
Corrre & TEA INbDUsTRIES, formerly The Spice Mill, has 


FEBRUARY 


developed—with the cooperation of cottee leaders and 
top merchandising men—the fact reference’ section on 
iced coffee which appears elsewhere in this issue 

In this special section, no attempt is made to gloss 
over obstacles, to sell iced cotfee by sheer drumbeating 
and fantare 

Obstacles to iced coffee do exist. The material in the 
special section examines them re alistically 

When the facts are pinned down, we find that the 
biggest obstacles are in our own minds, in the attitudes 
within the industry. These are obstacles which we can 
meet with a fresh look at the problem 

Especially illuminating in this connection are the case 
histories in the special section 

There are roasters who have made iced cotfee pay off 
even though they were conducting campaigns without the 
favorable atmosphere of an industry-level promotion 

One such roaster, for example, has already reduced his 
summer slump problem to such a point that he expects 
it will be non-existent in a few years 

He even looks forward to the possibility of a summer 
peak, rather than a slump, based on his belief that ied 
coffee is a wonderful drink and on the fact that summer 
consumption of beverages is much higher than during the 
rest of the year 

Certain restaurants, to cite other examples, have suc 
ceeded in building a summer iced coffee volume which 
keeps their coffe level running without a dip 

These are big restaurants, too, with names recognized 
throughout the country 

Each of them has certain things in common in the way 
they make, serve and promote wed coffee These things 
are outlined in the special section. They are points any 
roaster can use for his own restaurant customers 

The special section also looks into the obstacle of con 
sumer attitudes on iced coffe Dr. Dichter, the top con 
sumer motivation rescarch specialist, examines those atts 
tudes, and points out that when we understand them they 
can be turned into assets, promotional tools which are 
unique to cottec 

He shows us just what these wed coffee qualities are, 
and how to turn them to advantage 

You can't afford the luxury of skipping the material 
in the special section, or of drifting with old attitudes 
into another summer slump 

As 18 true for cotter generally the roaster who ties-in 
with the iced coffee drive will not only make a dent in 
his slice of the $100,000,000 potential 

He will also be in a stronger position in his outlets for 


the fall and winter push on hot coffee 
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5 important steps in our service to the 
Tea Trade 


Old Slip 


Warehouse, Inc. 


Tea Storage 


Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIKIES TO MAIN OFFICE 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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how Lyons opened new 


Chapters have been written on ways to pre-sell a 
product through carefully planned advance advertising 
But this is the story of how we sold 


broke 


into even more firmly entrenched markets, and how we 


and promotion 
tea where we had been unable to before, how we 
developed an advertising theme with a full set of teeth in 
it—-simply through a change of package design 

About a year and a half ago J Lyons & Co. (Canada) 
Ltd. decided to repackage their tea bag cartons. At that 
time, the package was no better and no worse than those 
of ten or twelve competitive brands. It was printed in 
two colors on patent coated-board in which the tea bags 
were placed and the carton then sealed by conventional 
The old package design, if it had any merit, 


glue flaps. 
Lyons 


was simple—a red background with the words, 


lettering in con 


Tea Bags’ printed in white reverse 
ventional type 

The problem of developing a new surface design was 
handed to Jim Nash, New York industrial designer, and 
with the commission went a few pre-conceived ideas. The 
package should be warm looking, it should not use the 
Edwardian era Spencerians traditional in the tea industry, 
and it should have some factor other than 
color, which is of dubious value at best 

The broad experience of the Jim Nash package design 
staff and their knowledge of self-service marketing con 
ditions enabled them to create, first of all, a strong trad 
a bold, stylized script “L 


three 


recognition 


mark design consisting of 
in chalk white, appears to 
dimensional effect 
symbol, the new mark carries with it a suggestion of the 
sterling pound mark, and hence of sterling quality. Across 
the “L” a band was placed, clearly showing the name 
“Lyons” in simple, easily read letters. 

Mr. Nash gave careful study to the flexibility of the 
trademark before recommending it. It was planned to 
have sufficient individuality to be reproduced in any color 
or size and retail its full brand identity. It 1s also readily 
adaptable for use on other products and in all kinds of 
advertising, sales promotion and merchandising material 

A foil package having been decided upon, Mr. Nash's 
recommendation of the use of a brilliant transparent red 
ink made it possible to create an unusually rich and glow- 
ing over-all red metallic background for the package 
that would have been impossible to obtain in any other 
medium. A bright yellow band was then added to make 
an attractive color combination, as well as to provide an 
opaque, non-scintillating background for the product 


which stand out in 


Besides being an easily remembered 
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a new package design was the pivot for a break-through 


into firmly entrenched markets in Western Canada 


By J. P. GLEDHILL, Director of Marketing 
J. Lyons & Co. (Canada) Ltd. 


markets for tea brand 


The new Lyons trade-mark by Jim Nash stands out prominently on 
the redesigned Lyons Tea package (right), with foil surface 


name and the blend. Handling vital information in this 
Way enables the essential copy to be read to best advan 
taye under any lighting conditions when on dis} lay in the 


The 


was piven special prominence 


store, where the actual purchase ts made two 


cup 


the product name, 


sales feature above 
along with the quantity count of 60 
To meet the bi-lingual requirements of some Canadian 
shopping areas, the package was designed to be printed 
in English on one display face and side panel and in 
French in identical design on the opposite two panels 
Now fortified 


tractive package design, we were ready to make the Dip 


with what we believe was a most at 
test 

We had made an attempt to move into Western Canada 
some seven or eight years ago had rebutfed 
We felt it was again highly desirable to try to go after 
these western markets 


Due to 
ticular stroke 


and been 


financial limitations rather than to any par 


of genius, the method decided on was to 
send five or six salesmen into the area without any pre 


vious introduction of our product or any immediate 
support through advertising 

The simple crux of this story is this: In a period of 
seven months the Lyons label has been introduced and 
accepted in Western Canada, while not one dollar was 
advertised that did not come out of sales already made 
Today, advertising based on a reasonable percentage of 


continuing sales is being used, but at that time there were 


no sales 
Consider the marketing problem of this handful of men 


te 
cs 
* 
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who started to introduce the product some 150 miles from 


home base. Into each store they went to sell a package 


of tea bags. Priced to compete, but not priced lower 
than the demand items carried by the merchant and show 
ing exactly the same profit structure as all brands of tea 
carried by the merchant, this product was introduced and 
sold merely because the package on the buyer's desk or 
the merchant's counter presented an attractive and in- 
teresting It is impossible to assume that 
the retailer's acceptance was generated by anything other 
than his opinion that here was a package of tea that 


appearance 


would meet with consumer approval 

Good but not phenomenal retail selling produced a 
distribution for the first time over the territory of over 
As detail- 
ing on cach territory was completed, men have been 


dropped off 


40% of the stores on which our people called 


After several months of experience, we 
are convinced that we have an assured position, that we 
are paying our way, and that sales are increasing at an 
acceptable rate 

The experience in Western Canada gave us courage, 
and we have now opened up the Newfoundland territory, 
a heavy tea consuming area but one of Canada’s most con- 
servative markets, where local labels have always dom- 
inated the trade. We have enjoyed an experience in New- 
foundland parallel to that in Western Canada, and it 
is now clear that a pattern has been established that can 
be followed for the introduction of our Lyons Tea Bags 
in any area that we decide to go into. 


The new package was eventually introduced into the 
Ontario market and was apparently responsible for a 35% 
increase in sale. 


This sales increase has been maintained, 
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and it was possible to broaden distribution even further 
without stepping up the advertising expenditures beyond 
the regular percentage normally devoted to advertising 
out of sales. 

Providing the product is competitively priced, we are 
convinced that it is possible to introduce a new brand 
despite a multiplicity of competing labels, if the new 
product is more visually attractive than the established 
brands, 

Besides creating a more memorable and attractive pack- 
age, we also wanted to see what could be done to over- 
come the old problem of protecting the tea from con- 
taminating odors. Plain board has never been adequate 
in this respect, and we accordingly decided to go to the 
expense of using aluminum foil. 

To utilize existing packaging equipment, construction 
of the carton followed the design of our earlier package, 
but a patent coated-board laminated to aluminum foil 
with a non-odor-bearing adhesive proved, when properly 
sealed, to have most desirable qualities as both an odor 
and a vapor barrier. No competitive package that we 
tested could approximate the flavor guard provided by 
this new aluminum package. 

When we had developed the sales on which to base an 
advertising appropriation, we found that for the first time 
in a great many years this feature of the new package 
gave us a real hook for our advertising. Instead of the 
usual meaningless slogans and blatant demands to pur- 
chase, we now have a clear and concise story to tell of a 
product that is better, because it is packaged better. 

CREDITS 


Package design by: Jim Nash Industrial Designers, New York 
Cartons by: Aluminum Rolling Mills, Lid., Cap de la Madeleine, 
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This history of the 125 years im coffee and tea of William 
§. Scull & Co., Camden, N. ]., from a narration by 
Bennett at the anniversary banquet at the Walt W ‘hitman 
Hotel in that city. Mr. Bennett is producer of "The Big 
Idea" network television program and former radio news- 


caster for Boseul., 


to Andrew Jackson, 
and to Joab 


We turn back in history to 1831 
seventh President of the United States 
Scull, coffee and tea merchant who founded in Camden 
a firm that has done credit to the community and the 
industry for 125 years 

We see a picture of Joab Scull in his stovepipe hat and 
long black coat that day in 1831 when he stood in front 
of his newly-opened store. He watched the men unload 
a few bags of coffee and a few chests of tea which had 
arrived by clipper ship from ports in the Orient and 
South America. To Joab Scull, then only 23 years old, 
real drama had begun unfolding at Second and Federal 
Streets 

Joab's store prospered, and he made his place in the 
growing community, serving on the original board of di 
rectors of the Camden Fire Insurance Association, which 
also has stood the test of time. 

In 1855, as the nation was being torn apart by slavery 
and war clouds were gathering, Joab’s son, William S., 
came into the business and took over three years later, 
when his father retired. William moved his establish 
ment to larger quarters in a new building at Front and 
Federal Streets, where it now stands. There he special 
ized in fine teas, coffees and spices. 

The business grew, and William was ready for it. He 
held himself to his best and demanded the same of all 
his associates. He helped form the Camden Safe De 
posit and Trust Co., destined to become South Jersey's 
largest bank. He was president of the Camden Horse 
Railroad, forerunner of the Public Service Bus System 
He was a charter member of the Chamber of Commerce. 


Scull’s first 125 years 


By DONN BENNETT 


In 1883, William C., another Scull, donned a_ black 
apron and weighed out his first pound of coffee. In the 
Scull’s two secret weapons 
“In this company, we have always had two secret 
weapons in addition to the quality of our product’. Our 


salesmen represent one weapon, good not only on the 
offensive side in helping us build, but also as a defensive 
weapon in helping us sustain what we have built 

“The other secret weapon 1s everyone im the company 
for we've all learned that giving just a little bit more 
today m personal service 15 the thing that makes it posstble 
for us all to do a little bit better tomorrow.” 


R. Barclay Scull, president of William S. Scull & 


Co., at 125th anniversary banquet. 
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R. Barclay Scull 
(right) accepts a 
framed scroll from 
P. C. Irwin, Jr., Tea 
Association director. 
A plaque was pre 
sented by Charles 
G. Lindsay, manager 
of the Pan-American 
Coffee Bureau. 


gay nineties, the Scull wagons, drawn by dapple gray 
horses, were familiar sights on the streets of Camden 
Several brands of coffee blends were offered—-the famous 
four were Jamoka, Regal, Eastenda and Excelsior, There 
was also Premium Coffee and Empress Tea, sold) with 
earthenware china. Scull’s roll-top tin bins were as much 
a part of the store as the cracker barrel and the potbelly 
stove. 

In 1908, despite a fire that had gutted the plant and 
despite the financial panic that was paralyzing the country, 
the company was ready for incorporation as the William 
S. Scull Co. J. Carl DeLaCour joined as one of the first 
officers. Then, in 1916, William S. died and William ¢ 
succeeded him as president 

The battle of trade-marks was on, after the first World 
War, and the company selected the name Boscul for its 
master blend—a combination of the brand name Boston 
and the family name Scull. The slip-lid was discarded for 
the vacuum can. The sales force built dramatic displays 
by submerging the cans in fish bowls in grocery store 
fact that Boscul was first in the 


container 


windows to acclaim the 


East with the new 
Newspapers and billboards featured the vacuum can 
story, and the big slogan of the time was, ‘Fresh as the 


hour it was roasted In 1926, at the Sesquicentennial 
Exposition in Philadelphia, visitors watched Boscul Coffee 
and Boscul Tea Bags being packed at the company booth 

Sales grew, and the company was ready for further 
expansion In 1928, the George C. Buell Co., of Ro 
chester, N. Y., and the Canby, Ach and Canby Co., of 
Dayton, Ohio, consolidated with the Scull company. The 
Brighten brand Battleship gave Boscul 
Bosco, the chocolate malt syrup; peanut butter, and Bovril, 
the British beef extract line 

The same year, the company 
surance plan, the first of its five welfare programs to 
provide security and peace of mind for all Boscul em 


and way to 
were added to the 


inaugurated a life in 


ployces 
To celebrate its centennial, Boscul took to the airways 
and featured Madame Alda, the 


program 


famous Opera star, on 
an Eastern network During the era of the 
New Deal, the company built a new addition to the plant 
to take care of its expanding tea bag business and new 


: 
— 
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vacuum packing lines. By now, five great-grandsons of 
the founder were active in the firm 

To keep pace with the growing trend toward self- 
service markets, the Boscul can was given a bright new 
modern design in red, or white, or blue—for each of the 
three grinds 

During World War II, Barclay Scull was called to 
the War Board 


Coffee rationing started, and salesmen collected ration 


Washington to serve on Production 
stamps instead of orders while trying their hands at sell- 
ing Minute Man soup, as the production department 
packed epg powder for the British 

In 1944, Barclay Scull became president, fourth gene- 
ration to guide the destinies of this family firm. Emerg 
ing from the war years, the Scull company was stronger 
than ever. Ground was soon broken for a new modern 
warchouse a mile down the Delaware from the main plant 

Party peanuts made their debut under the Boscul label 
Peanut butter sales skyrocketed in gaily colored floral 
tumblers, The smiling man told housewives that Boscul 
was that GOOD cup of coffee 

In 1951, the company joined nine other sectional cotfee 
roasters to form Tenco, a company to manufacture soluble 
coffee to take care of the 


cottec 


growing demand for instant 
An institutional department was added to intro 
duce Boscul products to fine restaurants and institutions 

Time has wrought many changes through the years 
Modern machinery has improved the packaging; the d 
sire for consumer convenience has brought tea bags and 


cotter With skills, en 


thusiastic salesmen 


modern merchandising 


built 


mstant 


have volume sales 


Tea production in India; Ceylon 


hit record highs last year 


Tea production in India and Ceylon reached new 
highs in 1955, according to preliminary estimates 

Through November, production in North India was 
5,000,000 pounds more than in the same period of 
1954. South India’s output was 2,000,000 pounds higher 
in the period. 

The 1954 crop was itself a record in India. 

It was estimated that for all of 1955 a total would 
be reached in Indian 7,000,000 pounds higher than the 
year before 

Ceylon’s tea production was estimated at 380,000,000 
pounds last year, compared to 366,000,000 pounds in 


1954 and 343,000,000 in 1953 


Tea as plantation crop 


“For over 100 years, China was the world’s tea supplier. 
China raised tea as a peasant crop whereas India, Ceylon 
and Indonesia raised it on plantation lines. The result was 
that India ousted China from the world tea market leadership 
fifty years ago.” 

This is pointed out in “Plantations in India’s Economy,” 
published by the information service of the United Planters’ 
Association of Southern India. 

With color charts, the 28-page brochure traces what plan 
tation crops have done for India, and outlines progress in 
production of South India tea since 1920 
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psychological effects of tea drinking 


By RICHARD L. JENKINS, M.D., Chief 


Psychiatric Research, 


Psychiatry and Neurology Service, 
Veterans Administration, 


Part 2 


This is another of the papers presented to the forum on 
the medical aspects of lea held at the New York Academy of 
Sciences. (See: “Scientists at historic ym posium explore 
effects of tea drinking,” June, 1955, Corree & TEA IN- 
DusTRIES, Page 83; “Introduction,” July, 1955 issue, Page 
(3; “Beverage and dietary aspects of tea,” August, 1955, 
rage 43; "A medical appraisal of tea,’ October, Page 19.) 

The symposium was sponsored by The Biological Sciences 
Foundation, Ltd., Washington, Dr. Henry Klaun- 
berg, executive director of the Foundation, edited the pub 
lication of the symposium papers. 

Italics in the article below indicates our emphasis, not the 


author’ s. 


It has been pointed out that the known sources of caffeine 
have been used as beverages from primitive times. And 
yet these different beverages have their own individual social 
ceremonies and customs which underline various uses of 
caffeine in various combinations and dosages 

Drinks stronger than tea both in caffeine and in flavor are 
popular, but too often they are used as substitute for ade 
quate sleep, are gulped down between the jangling of the 
alarm and the sprint to catch the commuters’ train before 
it pulls out of the station, or are used by the student seeking 
to stay awake when studying late at night for an examin 
ation Caffeine in 
centrations stronger than those obtaining in a cup of tea 
But the emphasis 


or are regretted by the sleepless con 


doubtless has its place in human living 
is upon the stimulating effect. And the word stimulus d 
rives from the ox-goad of Roman times 

On the other hand, there ts not in human history a beve 
rage about which there has developed so much of graceful 
and cultivated enjoyment of living as 


ceremony gracious 


about tea. This is true in the Occident as well as in the 
Orient. As with other beverages, the psychological values 
and effects of tea are \ istly influenced and enhanced by th 
social customs and associations of its use 

Tea 1s a beverage to be tasted and enjoyed for its delicate 


aroma, not to he gulped or poured down the gullet for ettect 


with as little contact with the tongue as possible lea 
drinking encourages a sensitive and discrimimating enjoy 
ment of mtellectual and soctal exchange. Tea is a soctal 


drink m the best sense of the word. It does not bring about 
a primitivizing or animalizing of the human bemeg, but rather 
it cerebrates man at his human best with his most distinctive 
cortex, “hittmg on all 


and hi 


ly human structure, his cerebral 


cylinders,’ his discrimination enhanced ssOctalions 


ENVICHE d. 
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Washington, D. C. 


In America, we are too informal to cultivate or develop 
the artistically patterned and highly formal grace of the 
Japanese tea ceremony. Probably our national temperament 
will not easily lend itself even to the leisurely and graceful 
patterning of the English tea custom. But even in our 
striving, restless, overtense pattern of living, the American 
custom of iced tea on a summer afternoon adds something 
of what we need to maintain balance—not an alteration 
between overdriving ourselves and retreat into alcohol, but 
some recognition and cultivation of the ancient values of the 
golden mean, of a perceptive and discriminating awareness 
which sees life clearly and yet enjoys it 

The social customs which we cultivate in our daily life have 
a profound effect in shaping our culture and our person 
alities. The social customs which have, in various countries, 
developed about the drinking of tea certainly represent one 
0) the higher levels of human custom and organization 

The slow course of evolution has been toward an even 
The mammal developed a con 
Man has ex 


more effective homeostasis 
trol of the internal temperature of the body 
tended organic evolution by technical evolution and supple 
mented the inner temperature controls of his body by the 
mastery of fire, clothing and more recently, air conditioning 
To do so he evolved his cerebral cortex, but he has never 
fully learned how to get along with it. Sometimes he gets 
all wound up in the inner mental processes of communicating 
with himself and goes schizophreni 

Then we may find that effectively depriving him of a large 
slab of his cerebral cortex through the operation of | pre 
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frontal] lobotomy leaves us a simpler, more accessible and 
more stimulus-dependent person who is better able to util- 
ize the cortex he has left for solving the problems of ad 
justment to the world. However, probably few would sug 
gest that this is the ideal solution for the problem man ex 
per.cnces of getting along with his cerebral cortex. Person 
ally, | cannot subscribe to the notion that a cerebral cortex 
15 4 bad thing, and whether he likes it or not, man is now 
effectively saddled with one and might as well work again 
on the problem of preserving homeostasis. But now the old 
struggle has advanced to the psychological and personality 
level. How can man learn to preserve a psychological homeo 
Stasis’ 

It should be clear that in the long pull, this desirable re 
sult cannet be achieved unless there is friendship, integ 
tation and teamwork between cerebral cortex and the more 
ancient biological elements of man's nature rather than a 
divorce through psycho-surgery o1 periodic desertions through 
alcohol, It is good for biological man to make friends with 
his cortex, deliberately to cultivate a heightened awareness 
for the purpose of social enjoyment under conditions which 
promote relaxation 

The customs which have evolved about drinking of tea 
contribute to the cultivation of an art too far lost in modern 
Ameria he art of being relaxed while fully conscious 
They contribute to the enjoyable experience of finding one 
se!f socially accepled hy pe ople who are guile sober The) 
encourage courteous and lively discussion im an atmos phere 
of mutual vespect.§ Such customs have a social and mental 


Aypiene value not to be under-estimated 


* Dietettcally speaking, milk not a liquid but rather a semi 
solid — which ut becomes as soon at reaches the stomacl 


Ceylon introduces replanting project 


First moves in the formation af a replanting scheme 
for Ceylon’s uneconomic tea areas has been made by the 


island's Tea Controller. 

Announcing this step, the Times of Ceylon reports 
that there are over 80,000 acres of uneconomic tea out 
of a total area of 574,250 acres. 

All estate proprietors have been asked for their views 
on the replanting of old tea lands 

Estate proprietors have, however, been reminded that 
the extent of tea land that could be replanted would de 
pend on the tea market, and therefore that the informa- 
tion that has been asked should be supplied on the basis 
that tea prices remain at their present level. 

It is understood that once the information asked for 
is obtained, the Tea Control Department will recom 
mend to the government the financing of the rehabilita 
tion scheme by a cess 

A spokesman for the department said the major dif 
ficulty in any rehabilitation scheme is the lack of seed 

It is also understood that the Tea Research Institute 
is now investigating the possibility of setting up a tea 
garden to produce high quality seed to be sold to estate 
proprietors who will have their estates replanted under 
the rehabilitation scheme 

According to present figures the entire tea acreage of 
Ceylon is distributed among the three elevation cate 
vories as follows 

High grown: 185,927 acres; mid-grown: 198,317 acres; 
and low grown: 120,225 acres. 

These figures do not include small holdings. Small 
holdings under ten acres amount to 69,781 acres 
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tea bags in the U. K. 


Traditionally, the trade here has always considered that 
tea bags would not be acceptable to the British housewife 
However, our experience elsewhere led us to the conclusion 
that in any market there are some who appreciate labor 
saving methods as well as fastidious people, and here there 
must be a proportion of housewives who would take to this 
more convenient and hygienic method offering the con 
siderable advantage of no loose tea leaves in the pot or 
“doaters’’ in the cup 

Over the last year several very large caterers have tried 
tea bags at tea service points where small pots are used, 
and are finding them extremely efficient, economical and 
most satisfactory in brewing and maintaining a good stan 
dard cup. 

In addition to this, many air line and shipping companie 
are taking tea bags and using them regularly. We do fee! 
that there is a future for them in the catering trades of 
this country, and they can play a part in improving certain 
aspects of the tea service in hotels and catering establish 
ments 

Before deciding to enter the market in Great Britain, we 
undertook preliminary research and made plans for a pro 
duction schedule and a careful advertising campaign , to 
endeavor to develop the demand for them in line with our 
producticn ability 

From the research undertaken in those first early days we 
were able to assess that there might be an immediate market 
for tea bags amounting to between 1% and 3% of the 
trade of the country at that time. The ultimate target would 
naturally be a much higher percentage, but we felt and 
decided that this was a case for a long-term policy and, 
therefore, set our sights at what might be expected to be a 
reasonable level. As the trade knows, even a 2% figure 
based on United Kingdom tea consumption 1s a very sub 
stantial market in itself 

Since we launched tea bags three years ago in Great Britain, 
we have steadily progressed. We realize certain mistakes 
were made in the early days, but these have been rectified 
and today we can say that we are well satisfied with our 
progress 

Among the general bulk of tea consumers the information 
we obtained disclosed that users ranged from young married 
couples to old age pensioners The young 
cause of both the ease and the cleanliness of tea, 
pensioners welcome a ready method of measuring out their 


marrieds, he 
while the 


daily ration, 

We were uncertain as to whether the market here would 
be primarily with the higher level class A’ type of con 
sumer or among the middle or working classes. Again, the 
answers indicated interest in tea bags existed in all levels 
It became apparent that the workman who brews tea at work 
finds them a very handy method of doing this, with a mug 
of strong ‘char’ for a penny. At the other end of the 
scale came the titled ladies who object to ‘floaters’ in their 
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By K. F. REDBURN, Advertising Manager 
J. Tetley & Co., Ltd. 


tea and find the tea bags so much more pleasant to use, 
so it appears that throughout the country the consumer a 
ceptance ts at all levels and classes, although we must quality 
this by saying that we did not anticipate any major change 
over to tea bags can take place rapidly 

Our estimates were that a percentage would take to the 
idea, and then over a period of time, from this hard core 
of users the idea of tea bags would spread out through in 
troductions and recommendations from one 
other 
Home publicity for tea bags has been in the form of 


person to an 


Vea trends im the United Kingdom, the world's largest 
market for the product 
the md ustr) everywhere 
that 
movements m all countries 
Tea and Rubber Mai, London, 1s an outline of a situation 
which could have a deep impact on U. K. tea consumption 
outside the U.K. can appreciate the potential more 
United States 


we of keen interest to members af 

Shifty m U. K. demand 
takes, and what kinds—affect tea 
Here, from an article in The 


much tea market 


N O One 
clearly than tea men m the 


press advertisements, demonstrations in stores, radio and 
point-of sale material; in addition, a great deal of public 
relations and editorial featuring has been don 


Distribution of tea bags was first effectively stepped up 
in London to what we considered a satistactory level; from 


there we extended into the southern countries and are now 
spreading to the north 

For reasons previously given, we still feel some uncertainty 
as to where the major market for tea bays may le 

We are experimenting and continuing research all the 
time, and are at present offering two types-—-one in a nor 
mal retail container of 18 with a larger size containing 72, 
100° tin. We also offer another pack 


which is for sale individually as a Id. unit 


and also a fancy 


The two types of tea bags are pac ked on different makers 
machines, the former being heat-sealed on Forgrove ma 
machines which 


chines, the latter on German ‘Constanta 


automatically form the containing envelope. It ts early yet 
to judge the relative consumer acceptance between the two 
types 

Although many of our machines can be fitted for the 
addition of tags to the bags, we do not supply these to the 
home trade, as our experience to date does not indicate that 
there is any really serious demand for this refinement, the 
majority of users in the United Kingdom making their tea 
in a pot—-and this tag has a habit of falling in with the 
bag. The tagged tea bags are almost all exported, except 
for a small proportion which we do supply to the new 
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Second “Tea for Canada Week” 
brings food store cooperation; 
heavy advertising drive set 


The Tea Council of Canada has announced details of 
second “Tea for Canada Week" campaign to be con 
ducted along lines similar to last year's successful pro 
motion, Dates of this year’s event are March 12th-17th 


Commenting on last year’s campaign, D. M. Langton, 
executive director of the Council, stated that in spite 
of sharply rising prices the retail trade responded to the 
heavy advertising and merchandising activities of the 
tea trade and the Council itself, 


Over 10,000 sets of display material were ordered from 


the Council by independent grocers, and chains used 
2,000 sets. Both chains and independents featured 

Tea for Canada Week” in their retail advertising. 

An additional boost was given by related-item manu- 
facturers. Reports from grocers in all parts of Canada 
showed that sales of related items, as well as tea itself, 
increased considerably during Tea Week. 

With prices more stable, this year's promotion is ex- 
pected to be even more successful, Large-space Tea 
Council newspaper ads, in two colors in the major 
centers, will run in 74 daily papers on a coast-to-coast 
schedule. Supporting advertising will appear in maga- 
zines and on 28 television and 34 radio stations, In ad- 
dition, an extensive lineage of tea publicity is expected 
from newspapers and consumer magazines 


The “Tea for Canada Week" display contest is being 


repeated with increased prize money. Every grocer who 
sends in a photograph of a display will receive a prize 
The grocery trade is being told about the event by trade 
paper advertising, publicity and direct mail. 

Related-item manufacturers have stepped-up their ac- 
tivities, and in both trade and consumer media during 
February and March they will be giving “Tea for Canada 
Weck” a great deal of publicity. 

Last year's campaign was successful in making trade 
and consumer alike more tea conscious. “Tea for Canada 
Week’, 1956, is expected to have even greater impact, 


Canadian tea men say. 


Food Machinery company chosen 


to make automatic tea unit 


The Food Machinery and Chemical Corp., one of the 
country’s leading “growth” companies, has agreed to 
manufacture and market the new automatic tea machine. 

The machine was developed by the Battelle Memorial 
Institute as a project of the Tea Council and the Na- 
tional Restaurant Association. 


Plans underway for 1956 tea convention 


Good tea conventions are a long time in the making. 

Plans are already underway for the 1956 event, even 
thought it takes place in September. 

If you haven't already done so, jot down these details 
on your calendar: 

Tea Association's 11th annual convention, Wenthworth- 
by-the-Sea, New Hampshire, September 23rd-26th. 
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Oolong 

l‘ormosa 9 5 9 10 
Canton 14 6 93 2 ; 5 
Sentd Cntn 64 2 11 
Misc. 7 ; 


Mixed 6 10 12 


*Combined with Sumatra 


Cut in tea crop in Northeast India 


is aim of regulation scheme for 1956 


A cut in tea crop production in Northeast India ts fore 
cast for the 1956 season, according to a report from Cal 
cutta 

The Calcutta Tea Regulation Committee representing 
the main tea-producing associations of Northeast India 
unanimously decided to introduce a scheme for the regu 
lation of the tea crop to be produc ed this year 

The committee said the regulation was ‘desirable in 
view of the existing condition of the tea market. 

The various associations represented on the commiuttec 
are now considering specific proposals to this end 

The committee also unanimously agreed to ask its 
constituent associations to recommend to their members 
that all tea waste should be destroyed in the gardens 
All residue teas of doubtful quality should also be des 
troyed “to prevent such grades of tea having a further 
depressing effect upon prices’, the committee asked 

Regulation of production of the tea crop in North 
east India was put into effect in the 1953 season, follow 
ing a slump in the trade the previous year 

A bumper crop was produced in the 1955 season when 
India’s total output hit the 650,000,00 Ib mark 

Trade circles in Calcutta said the market price of 
tea had fallen below the cost of production, 

The recession in prices, they said, was due to bumper 


production and restriction on exports 


India cuts tea duty 
India has announced a reduction of the export duty on 
tea from eight to six annas (the equivalent of 1014 to 8 


cents) per pound. 
It was effective January Ist. 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Nov. Dec. Year Jan. Feb. Mar. April May June July Aug. Sep. Oct. Nox.. Dec Year i 
Black 1954 1954 1954 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 i 
Ceylon 1,640 1,96339.856 2.363 2,201 5,055 3,348 2,958 1,925 3,219 4,136 5.882) 4,819 2,503 2,155 38,564 | 
ludia 29410 3.38540.871 3.188 5,067 7,203 3,162 3,333 955 647 1,416 2,015 3,192 2217 4,166 36,561 | 
Formosa 621 372 4,799 801 362 227 386136 8 79 67 71 158 278 571 650 
Java 62910004 1,206* ove ses 
Africa 67 132 5,710 134 199 319 69 942 277 383 462 40, 301 20 36 4,575 i 
Sumatra 289 386 4,691 | 
Indonesia 816 1,280 1,561 812 1,130 1,006 8458 862 1,888 1,005 850 13,204 i 
Japan 217 160 25 14 20 l 7 4 {2 327 0 1580 ' 
Misc. 53 871 1,502 561 245 391 1353 4.858 
Green 
Japan 249 17% a9 27 1 14 70 311 121 151 


TOTALS 6,522 8.051115,715 8,439 9,591 14,977 9,860 8,717 4,902 5,797 7,685 


Figures cover teas examimed and passed, do not welude retections 


if 


8,052 11,995 6,910 8,557 105,481 


Based on reports from U. S. Tea Examiner 


Awards in “Best Tea Hostess" contest 
presented on eight television shows 


Eight telecasters scheduled first prize awards to win 
ners of the “Best ‘Tea Hostess’ contest in local areas dur 
ing Take Tea and See Weck 

The trend to entertaining economically with tea sup 
pers brought about a contest for tea menus with foods 
that have appeal for the male appetite, as well as for 
female guests 

Cooperating with the Tea Councl of the U.S.A. to 
bring the contest to the viewers in their areas were 
Louise Morgan, WNAC-TV, Boston; Mary Landis, 
WBAL-TV, Baltimore Loys Malgren, WNHC 
New Haven; Nancy Dixon, WJAR-TV, Providence; Inga, 
WRC-TV, Washington, D. ¢ Lee Phillip WKBBM.-TYV, 
Chicago; Deborah Adams, WFIL-TV, Philadelphia; and 
Grace Sumner, WVEC-TV, Nortolk 


India gives tea to California flood victims 


S. K. Banerji, Consul-General of India in San Fran 
cisco, presented 3,200 pounds of Indian tea to the flood 
victims of California on behalf of the Indian government 

He observed that the tea was “an expression of sym 
pathy from the people of India who have acquired a 
Knowledge of flood conditions through their own ex 


per nce 


Compton heads Bingham & Co. 


Robert Compton, widely known in the tea industry, 

has been elected president of Bingham & Co., Inc., New 
} 

York City tea importers, succeeding Charles E. Bing 
ham, who has retired after 43 years with the firm 

Mr. Bingham, becomes chairman of the board 

Other officers named included E. F. Bingham, vice 
president and treasurer and Stanley H. Mason, secretary 
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Frank Rosen Associates hit the roof; 


new headquarters are in penthouse 


Fred Rosen Associates, public relations consultants to 


the Tea Council of the U.S.A., Inc., have moved to new 
quarte rs 

The address is now the penthouse at 65 East 55th Street 
New York City 

The organization was formerly at 500 Fifth Avenue 


in offices adjoining the Tea Council, 


Tea Club sets first 1956 meeting 


The first meeting of 1956 was set by the Tea Club, 
informal organization of members of the tea trade in the 
New York 

It wasplanned for February 9th at the Hanover Square 


arca 


Restaurant 
The scheduled guest speaker was O. H. Clapp, who 
was to show films of his recent extensive trip abroad 


Max Margolies on anniversary trip to Coast 
Max Marpolies, of the Tea Pack Co., New York City, 


trade packers of tea bags, reports that he is celebrating 
his 25th wedding anniversary in March 

With his wife, he will take a three-week 
pleasure and business trip, by air, to the West Coast. 

He plans to return through the South, stopping off to 
visit his son and new daughter-in-law in Tuscaloosa, 
Alabama. 

Lou Morrison, partner in the Tea Pack Co., will be at 
the helm in Mr 


combined 


Margolies’ absence 


tea bags in the U.K. 


(Continued from page 77) 


modern Expresso bars, and certain cafés where they are 
used for making lemon tea 

As regards the future 
from competitors as the market pattern evolves more definite 
ly. We ourselves have plans for stepping up production and 
for further promotion; we are confident that our policy will 


we anticipate increasing interest 


pay in the long run 


Judges named for carton contest 


Judges have been selected for the 11th annual fold- 
ing carton contest, it was announced by John C. Newell, 
Jr., director of public relations for the Folding Paper 
Box Association of America. 


The judges, selected from experts in the field of pack- 
age design, advertising, printing and trade publications, 
will select American's 100 best folding cartons. The 
winners, Newell said, will be announced at the annual 
March 12th, 1956 


Heading the list of judges will be the president and 
the secretary of the Package Designers Council, Frank 
Gianninoto and Gerald Stahl, respectively. Other judges, 
Mr. Newell said, will be: Leo Lionni, art director of 
Fortune; Helen Kallam, Fensholt Advertising Agency, 
Chicago; Harold Stoakes, editor of American Boxmaker, 
Los Gatos, Calif.; Harry Bettendorf, editor of Fibre 
Containers, Chicago; George Hamilton, editor of Box- 
board Containers, Chicago; Burton Cherry, of Burton 
Cherry & Associates, Chicago; D. B. Eisenberg, editor of 
Graphic Arts Monthly, Chicago, Howard King, Inter- 
national Association of Printing House Craftsmen, New 
York; Philip Libson, purchasing agent of Max Factor & 
Co... Hollywood, O. G. Leach, National Automatic Mer- 
chandising Association, Chicago. 


convention on 


Barnett joins Arkell & Smiths 

Anthony A. Barnett has joined the flexible packaging 
division of Arkell and Smiths as coffee bag salesman, it 
was announced recently by Richard S$. Ober, coffee bag 
sales manager. 

Mr. Barnett, a 1953 Colgate graduate, served two years 
with the U. S. Air Force as a lietutenant, previous to his 
present position. 

He will have his headquarters at Arkell and Smiths’ 
New York office. 


George Friedman Co. in new offices 


The George Friedman Co., tea brokers, has moved to 
new and larger quarters, in New York City. 


The new address is 80 Wall Street. 
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What is today’s concept in package design? 


By FRANK GIANNINOTO 


Many firms are facing new packaging problems today, 
particularly companies which have a whole /ime of products 
to sell, some of which are self-service. Many companies 
have products that are coming off the back shelf where 
they had to be asked for, and are on full view on shelves 
where customers help themselves 

With marketing problems constantly changing, packaging 
concepts have changed, too 

Often study of a line of products reveals strong acceptance 
for one product over the others, which are visually unrelated 
in their packaging and do not share the same brand name 
Through package design /fs prestige can be lent to other 
items in the line, which a// benefit from reinforcing the 
identification. 

Creating a distinctive trademark: is the first step in estab- 
lishing this all-important identity, whether for one product 


By EGMONT ARENS 


The tremendous potential for sales and goodwill of every 
corporation's “visual assets’ 1s transforming the evaluation 
of these assets into a top management function 

Modern management is increasingly aware that their com 
panies’ visual assets and liabilities do not remain static in 
the midst of changing markets and connumer demands 
In fact these assets demand of management the same con 
stant attention and evaluation as corporate financial assets. 

There is, I detect, a nationwide trend toward continuous top 
management consideration of its own visual public relations 
These include not only products and packages, but every 
aspect of a company’s dress, from offices, factory areas and 
lunchreoms through to trademarks and insignias, letter 
heads, trucks, shipping cartons, and even uniforms of 
personnel 

The public today is becoming increasingly demanding of 
visual stimulation and increasingly responsive to tt 

Maintenance of the status quo, or “things that look the 
same year after year,” is no longer valuable in creating 
consumer identity. The public taste for change and stimu 
lation is particularly evident in the color explosion we are 
secing in cars, household appliances and home furnishings 

In the packaging field, the sales success of packages that 
change and vary their illustrations frequently is another 


indicator. 
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Top management trends on packaging 


What are baste management and design trends affecting 


your packaging? On sions on these points were p ned 
two leading industrial and package designers at a Neu 
York Sales Executive Club packaging clini Here are 


highlights from thew answers 


or a whole line. A simple, unconfused symbol can create 
a friendly attitude of acceptance toward any product 

Through package design a product can seize important 
marketing advantages in the face of stiffening competition 
and rising production and marketing costs 

Naturally, any line of products which has to be packaged 
can benefit from the convenience and economy factors in 
a functional package factors as dis 


corporated in such 


pensing, stacking and shipping 


Where companies have been outstandingly successful in 
exploiting their visual asset, they have used top notch 
design to express their own identities in a way that captures 
public interest 

Normal human beings receive better than 800% of all 
impressions of their environment through visual stimuli, 
so we are all strongly affected by visual change. Theretore, 
the visual potential inherent in most 
neutral handled to 
well as favorable impressions 
The designer, with his wide range of experience in in 


( orporations is a 


one that can be create unfavorable as 


fluencing the public through visual means, 1s an indi pensable 
adjunct to corporate efforts to convert their visual assets 


into goodwill and sales 


Manuel Proto named to CBI board 


Manuel the National Coffee 
Commission of Mexico, was appointed to the board of 
directors of The Coffee Brewing Institute, Inc., at the 
annual meeting of the corporation in New York City 


Proto representative of 


recently 

Board members re-appointed for the 1956 term were 
T. Carroll Wilson, Hills Brothers, Inc Horacio Cintra 
Leite, Brazilian Coffee Institute Philip Etesenmenger, 
Standard Brands, Inc.: and Andres Uribe CBI president 
who represents the National Federation of Coffee Grow 


ers of Colombia 
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Amcoin, manufacturers of coffee urns, 


purchased by Holly; expansion planned 


The Amcoin Corp., said to be a pioneer of the modern 
day coffee urn and one of America’s foremost urn manu 
facturers, has been purchased by the Holly Corp., New 
York City 

Holly, with extensive interests in industrials, oil, g 
and minerals, is entering the food service equipment field 
for the first time. The 30-year-old Amcoin name will be 
retained on all Amcoin products 

Henry Smither, executive vice president of the Amcoin 
Corp., reports that the quality and performance of 
Amcoin’s entire line of coffee, tea and hot chocolate urns 
will be maintained, and that new management policies 
will be directed toward increasing dealer and consumer 
service and satisfaction 

As 


part of an expansion program, the company has a 
1 42,000 square teet of factory space in Pine Meadow, 
Conn., to be devoted exclusively to the manufacture of 
urns, in addition to their executive offices and showrooms, 
which occupy an entire floor of the Chrysler Building in 
New York City 

Amcoin, formerly of Butfalo, N. Y., is reported to have 
developed the first glass liner in coffee making equipment 


Coffee extinguisher 
Mrs. Marvin Adams, Broadus, Mont... found recently 


that her new auto was on fire 
She grabl 1 a thermos bottle of coffee and dumped 
the beverage on the flames 


It put the fire out 


coffee drinking level; seminar report 


(Continued from page 57) 


have stepped up purchases from German manufacturers 
since their own income from German cotfce drinkers rose 

Germany 5 example is a good object le sson for other 
coffee importing countries,’ Mr. Uribe stated Th 
rapidly developing economies of Latin America are in 
Rfreat need of the machines and manufactured products 
from the industrialized countries of Western Europe.” 

Following his discussion with the Belgian coffee trade, 
Mr. Uribe proceeded to Paris to meet with leaders of 
the French coffee industry, France, he pointed out, is a 
nation with a long tradition of heavy per capita coffee 
consumption and provides fertile ground for expansion 

“In fact, every country in Western Europe and most 
countries in Eastern Europe could markedly increase coffe 
drinking,’ Mr. Uribe said. “Promotion by the unified 
growers of Latin American and the growing areas of 
Africa can achieve this objective.” 

The African producing countries, Mr, Uribe believes, 
are close to accepting the idea of the benefits resulting 
from federation, He pointed out that the Brussels con- 
ference last April marked the first step towards an organi- 
zation similar in structure to the Coffee Federation of 
America (Fedecame). The upcoming Lisbon conference 
could very well see such an organization come into ex 
istence, he thinks 

This would be of enormous value to the entire world 


coffee industry,” he said 
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coffee promotion for Europe 
(Continued from page 68) 


he phrase was well worthy of consideration as a slogan 
for all coffee advertising. 

All of the research we have done in recent years, both 
market and motivational, has indicated that our basic 
target for coffee advertising should be the woman,” he 
said. ‘ First, because she is the one who decides what will 
be served at meals, and second, because she is herself a 
coffee drinker,’ Mr, Van Horn said. 

The upcoming industrywide iced coffee promotion was 
described by Mr. Van Horn. He emphasized that the 
advertising program should be supported by everyone 
in the industry to gain the best results. 

Public relations for coffee were outlined by C. Gilbert 
Coburn, director of public relations for the Pan-American 
Coffee Bureau He emphasized that public relations 
themes should stimulate consumer interest in, and desire 
for, good coffee, promote new Opportunities for serving 
it, associate coffee and the coffee industry with worthy 
causes, and create a better understanding of coffee pro 
duction 

Mr. Coburn said the social and economic importance of 
coffee to inter-American relationships should be stressed, 
and that erroneous or distorted information on coffee 
should be offset and counteracted 

The educational work carried on with schools by the 
Bureau in providing information on coffee growing and 
inter-American trade was discussed by Mrs. Ellen Salton 


stall, director of consumer services. 
School program on coffee 


“We feel that our school program reaches beyond the 
classroom and into the home itself,’’ Mrs. Saltonstall said. 
“If the student finds our material colorful and interesting, 
the chances are very good that he will take his book home 
and show it to his parents.” 

Ralph Head, director of the Point-of-Purchase Adver 
tising Institute, described the importance of proper mer 
chandising of products in today’s highly competitive 
market. Price, quality and whether a product lives up to 
its expected use, are of major importance, he said. 

John F. McKiernan, President of the National Coffee 
Association, made the closing talk of the meeting. He 
urged his listeners to avail themselves of the help offered 
by the Bureau and reminded them that a rally becomes 
merely noise-making if it does not inspire all participants 
to work for the common goal. 

Noting that the country ts in a period of changing 
consumption and spending patterns, Mr. McKiernan 
warned that coffee use on a pound basis is not gaining 
as rapidly as the rest of the economy 

‘It is evident that in any change in consumer drinking 
habits, coffee is most likely to be affected, because it has 
the largest share of the market,’ Mr. McKiernan declared. 

Mr. McKiernan said that more employment, greater 
leisure, increased consumer spending and intensified com 
petition for the consumer's dollar is the prospect for the 
future 

“The limits for potential expansion of the coffee in- 
dustry will be largely determined by the joint efforts of 
the producing countries and the domestic processors,” he 


said, 


COFFEE & TEA INDUSTRIES and The Flavor Field 


THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


the paprika of Murcia 


By MIGUEL LOPEZ GUZMAN, 


An approximate area of some 3,000 hectares 1s given 
over to the cultivation of red peppers (capsicum annum) 
in Murcia, the resultant crops being the raw material for 
the typically Murcian paprika industry, 

This plant has been grown on the plain of the Segura 
since the late Middle Ages, and on a greater scale than 
in any other region, due to the exceptionally favorable cli- 
matic conditions, the fertile soil and the abundance of 
water for irrigation purposes. 

The main area in which red peppers are grown is en 
closed by the towns of Molina de Segura, Ribera de Molina, 
Santomera, Esparragal, Alhama de Murcia, La Nora, Raal, 
La Palma,, Algaida, Las Torres de Cotillas, San Javier, San 
Pedro del Pinatar and E] Algar 

Records dating from 1830 show that paprika prepared 
in Espinardo was sent to Toledo, Valladolid and Extrema 
dura. Production increased at such a rate that from 1850 
onwards it was the best known and most profitable pro 
duct of the region. By 1892 exporters were already in 
vestigating the possibilities open to them in the markets 
of North America, Africa and Central Europe, and in this 
same year the Association of Paprika Exporters came into 
being; in 1902 this organization took official form and name 
as a Guild 

Sweet Murcian paprika ts a spice which is noted for tts 
pleasant taste and delicate aroma; tt 1s smooth to the touch 
and of a rich red color, qualities which at once establish it 
as a primary condiment, both for domestic cooking and for 
the most intricate creations of master chets of international 
reputation 

Murcian paprika has long been used as an essential in 
gredient in the preparation of pork products and hams, and 
is employed by packers of canned meats to improve the ay 
pearance of their products and give them an even finer 
flavor, at the same time acting as a safe and harmless 
pres rvative 

Its taste, its richness in vitamins and its coloring proper 
ties are therefore the three major qualities of paprika 
Considered only as a coloring agent and a source of vitamins, 
the use of this product as a condiment ts fully justified 


The important vitamin C content of paprika was dis 
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General Secretary 

Official Chamber of Commerce, 
Industry and Navigation 
Murcia, Spain 


covered by a Hungarian scientist, Professor Szent-Gyorgyi, 
1937 Nobel Prize winner in medicine, and since that time 
it has been proved that paprika contains five times more 
than does a lemon (up to 3.4 milligrammes 
per cc.), so that it is automatically a powerful antiscorbutic 


vitamin 


agent 

To give some idea of the modern development of the 
Murcian paprika industry, here approximate figures for 
total annual production, in kilograms, during the period 
1940-1953: 


1940, 2,800,000; 1941, 4,600,000; 1942, 6,454,484; 
1943, 6,006,164; 1944, 4,000,000. 

1945, $5,000,000; 1946, 4,750,000; 1947, 7,646,975 
1948, 7,453,625; 1949, 8,364,850 

1950, 7,000,000; 1951, 8,000,000; 1952, #,500,000 


1953, 8,500,000 

The home market accounts for the consumption of about 
50% of the total production, the rest being sold in over 
seas markets; of the paprika sold in Spain itself, some 60% 


In a national pro- 
motion, MeCormick 
& Co., Inc., offered 
this spice rack as a4 
premium. Full page 
four-color ad in Life 
and big space in 
other magazines 
promoted rack for 
$3.00 and box-top 
from McCormick or 
Schilling Pure Vanil- 
la. Stores did not 
have to handle the 
racks. The operation 
was mail-order. 
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is cinployed in the preparation of pork products 

United States buyers are the principal customers among 
foreign purchasers, their imports amounting to about 60% 
of the total amount of paprika exported from Spain 

Sales of paprika abroad are included in customs statistics 
as far back as 1890, but it is only from 1904 onwards that 
their volume is of any importance, and at the present t'me 
Murcian paprika forms 80% of United States imports of 
ground paprika 

The official figures released by the Spanish Customs 
Authorities for exports to the United States during the 
period 1928-1950 (but not including the four years of the 
Civil War) serve to underline the importance of this pro 
duct, and it should be noted that Murcian paprika ac 
counts for practically the entire annual purchases made by 
U.S. importers from Spain. Exports to the U. S., in metric 
quintals, are as follows 

1928, 42,523; 1929, 21,043; 1930, 21,247; 1931, 21, 
417 1932, 19,327; 1933, 21,050; 1934, 23,523; 1935, 
42,5434 

1940, 10,037; 1941, 6,344; 1942, 5,208; 1943, 1,929; 
1944, 4,654 

1945. 14,347: 1946, 20,803; 1947, 22,373; 1948, 30, 
191; 1949, 20,667; 1950, 24,055 

Close attention is given by the appropriate department of 
the Spanish government to exports of paprika, to insure 
the consistently high quality and purity of the product 
In order to exercise efficient hygenic and price controls, ship 
ments to overseas customers can only be effected from the 
ports of Alicante and Cartagena, where the official inspect 
ing body (SOIVRE) carries out the examination of all 
paprika leaving Spain 

The Official Chamber of Commerce lists 59 shippers who 
sell exclusively in overseas markets, and 62 dealers who sell 
on a whole sale basis in the home market 

Exports have been as follows, in kilograms 

1940, 831,145; 1941, 1,816,810; 1942, 590,976; 1943, 
1,641,198 1944, 66%,452 

1945, 2,124,208; 1946, 2,694,448 1947, 2,911,371 
1948. 3,401,029; 1949, 43,974,222 

1950, 4,516,889; 1951, 4,026,092 1952, 7,641,986 
1953. 5,748,293 


Batterton Coffee names secretary-treasurer 

The Batterton Coffee Co., Birmingham, has named 
Frank B, Yeilding secretary-treasurer 

D. ¢ Dunlap was clected assistant secretary-treasurer 


Spice millings 


Ernest Winter resigns 
as ASTA secretary; 
Wands named to post 


Ernest H. Winter, executive secretary of the American 
Spice Trade Association for seven years, last month re- 
signed that post. 

He has been succeeded by Stewart P. Wands, who join- 
ed the organization as an assistant to Mr. Winter last 
October. 

“Several of my happiest business years have been in 
the service of the American Spice Trade Association,” 
Mr. Winter declared in his letter of resignation. 

Mr. Wands has had a well-rounded background in 
government, in the coffee field with industry organiza- 
tions, and in private industry with the Wm. S. Scull Co 


Knickerbocker Mills offers spice 
consultation to frozen food firms 
The Knickerbocker Spice Mills, New York City, an- 


nounced as part of its 1956 promotion plans that the 
company is now offering frozen foods manufacturers their 
spice and seasoning consultation service free of charge 

This seasoning advice for product improvement, the 
company noted, is currently provided to an impressive 
number of leading food processors from coast to coast 


Bellisime forms new company 


Lloyd Bellisime, formerly executive vice president of 
Gentry Division of the Consolidated Foods Corp., an 
nounces the formation of a new company to be known 
as the Standardized Products Co. 

The company, with headquarters in Santa Ana, Calif,, 
will engage in the sale and distribution of dehydrated 
onion and garlic products, as well as other vegetables. 

In addition, the new firm plans to erect an extraction 
plant for the production of oleo resin paprikas and ex 
pects to be in operation during the current year 

Mr. Bellisime reports that laboratory work is going 
on regarding the extraction procedure, and states fur 
ther that the unit, when completed, will operate on prin 
ciples not heretofore used by any domestic producer 
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The pure vanilla publicity campaign being sponsored in 
this country by Madagascan vanilla growers reached Ameri 
can homes with stories and broadcasts on pure vanilla more 
than 125,000,000 times during its first six months. 

This was brought out in a new illustrated report by the 
Bernard L. Lewis public relations agency, which is handling 
the campaign 

Syndicated newspaper columnists, such as NEA’s Gaynor 
Maddox, Dr. Ida Bailey Allen, of King Features, and Miss 
Edith Barber, of Features, wrote a total of 14 
different articles on pure vanilla in this period 

The well-known food writer, Miss Clementine Paddle 
vanilla in an article on 
which appeared in color 


General 


ford, told the merits of 
‘Victorian Christmas Pudding,” 
in the syndicated Sunday magazine section, This Weck 
This publication appears with 32 different Sunday news 
papers across the country, with a total circulation of more 
than 10,000,000. 

During the first half year of the program, members 
of the vanilla trade also appeared on television shows, 
personally telling the story of vanilla. The NBC network 
‘Home Show,” reaching 93 different cities and millions 
of viewers, carried a feature on vanilla. At present, ac 
cording to the report, more than 85 television stations are 
regularly using monthly scripts on pure vanilla. Leading 
radio shows, such as “The McCanns At Home,” on WOR, 
have also devoted time to the pure flavor 

Hundreds of large city newspapers throughout the 
country have carried stories based on releases, recipes and 
food photos which the Lewis agency distributes each 
Smaller papers and weeklies have been running 
Make Mine Vanilla.” 

The campaign also includes informational work aimed 
at the ice cream, baking and other manufacturing users 
of vanilla. Much of this will center around 
articles prepared for trade magazines in cooperation with 
technical men in the flavoring field and leaders in the 
ice cream, baking and beverage fields. 

The first of these has appeared in Bakers Review Mag 
azine. The article was titled, “Pure Vanilla Does Not 
Bake Out.” Written by Henri Lench, of the H. A. John 
son Co., Boston extract manufacturer, this piece called 
the theory held by many bakers that pure vanilla bakes 
out of cakes a “myth.” 

Mr. Lench offered proof that the temperature inside 
of baking cakes does not reach a point high enough to 
boil off the aromatic flavoring solids in the pure vanilla 


pu re 


month. 
a special mat feature, called 


activity 


extract. 

“It is true that if you put vanilla extract in the oven 
by itself, the alcohol will boil off,’ Mr. Lench states 
“However, when you add pure vanilla extract to a cake 
batter it becomes well incorporated between the laps of 
fat, eggs, flour and milk. It becomes part of the cake 
batter, which has a higher boiling point 
that some of the alcohol will be lost (as moisture) in the 


baking of the cake, so too, will every other ingredient 
The 


Now granting 


containing moisture show a certain loss in making 
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vanilla with Joan 
Grother, commentator on station WNHC.-TV, New Haven, Conn 


of Thurston & Braidich, talking 


Eusebio Pina, 


pure vanilla extract will remain distributed throughout 


the cake 

Furthermore, the evaporation of any moisture in the 
baking of a cake takes place from the top of the cake 
The inside of a cake never reaches the botling point of 


it wall not bake out 


water, no matter how hot the oven becomes 
The real question eve ry baker must face today with 
vanilla is Can | vanilla’, but, 


Can I really afford not to use pure vanilla? 


afford to us 


not, pure 


Streamlined convention planned 
for FEMA’s 1956 Atlantic City conclave 


A streamlined convention with each day's business 
sessions ending by noon, leaving afternoons free for en 
tertainment, is the plan now being formulated for the 


i7th annual convention of the Flavoring Extract Manu 


facturers’ Association, according to convention chair 
man Robert Krone, of Fritzsche Brothers, In 
The convention will be held at the Traymore Hotel 


Atlantic City, N. J .May 13th 16th, 1956 

A well integrated program of talks on subjects of 
timely interest to the entire field 1s also being worked 
out 

Assisting Mr. Krone are Jack Mulligan, of 
Industry, in charge of entertainment; Charles P. Me 
Cormick, Jr., of McCormick & Co., Baltimore— program; 
William X. Clark, of Sterwin Chemicals, Inc 
tration; and Frank Green of National Aniline 


Allied Chemical and Dye Corp 


Candy 


regis 
Division, 


volt 


Thurston & Bradich under new partnership 
Changes in the partnership of 7 hurston & Braidich, 
New York City, widely known vanilla bean importers 
have been announced 
Charles F. Walden 
The company continues under the new partnership of 
Edward F. Buckley, Charles R. Rosevear, Jr 
B. Vina 


has retired from the firm 


and Eusebio 
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Coutin elected president of Essential 


Oil Association; market trends weighed 


Essential oil prices are likely to remain around present 
levels 
sales good, but 
A. Gampert, retiring president of 
Association of the U.S.A 
the 28th annual meeting of the Essential Oil Association 
of the U.S.A., held at the Savoy Plaza Hotel, New York 
City 

The export outlook, he continued, is favorable, due to 


or possibly fractionally lower, with volume of 
competition is exceptionally keen, Louis 
the 


said in his annual report. to 


Essential 


increasing prosperity abroad and further relinquishing 
of restrictions in foreign countries 

Mr. Gampert declared that while he did not have 
weighted figures available he that 
prices were lower in 1955 than they were in 1954 


believed essential oil 

Certainly the number of oils that declined in price, 
exceeded those that advanced,” he said 

Officers elected for the new year are: president, Pierre 
J. Coutin, head of Ph, Chaleyer, Inc.; vice president, 
G. Keller, head of Schimmel & Co., Inc.; Secretary 
treasurer, FP. F. Dittrich, comptroller, Ungerer & Co., 
Inc 

Executive committee members are: L 
Chemical Co. Inc.; R. E. Horsey, Givaudan-Delawanna, 
Inc.; M. Lemmermeyer, Aromatic Products, Inc.; R. A. 
Engel, Trubek Laboratories; and F. Lueders, of George 


Gampert, Felton 


Lueders Co 

The Scientific 
the afternoon at 
essential oil and aromatic chemicals were approved. 


held 


thirteen 


Committee its annual meeting in 


which time specifications on 
The total number of standards established by the as- 
sociation now total more than 100 tests and suggested 
apparatus 
The committee is headed by Dr. A. Fiore, of Givaudan- 


Delawanna, Inc 


Rain helpful in pepper pollination 


Pepper is pollinated in a unique way, according to 
Planting & Commerce, India. It's neither wind nor 
insects that do the entire job for pepper. Water does most 
of this work 

Pollen grains of most plants are destroyed very quickly 
But experiments 


when they come into contact with water 
show that pollen grains of pepper live for several days 
So rains help pollination of pepper 


in Water 


COFFEE 


That is why good showers are needed for good pepper 
Crops. 
Pollination may be helped by spraying water on pepper 
vines in the flowering season. 


India’s biack pepper exports 
dropped sharply last season 


Exports of black pepper from India during the 1954- 
55 season fell sharply by 71,552 cwts to a total of 223,- 
723 cwts. according to the statistics released by the Pepper 
and Ginger Merchants’ Association. 

This was attributed to increased competition from 
Indonesia and Sarawak, who were selling their pepper 
to the United States, the main buyer of Indian pepper, 
at far below the Indian price. 

Analysis of the share of India’s pepper exports show- 
ed that the U.S. continued to be the largest importer of 
black pepper, accounting for 147,973 cwts., or 66.15% 
of the total 

The U.S.S.R. came next with 20,000 cwts and Canada 
third, with 13,781 cwts. 


Growers check methods in the field 
at FEDECAME demonstration sessions 


The third “concentration” of coffee growers of FEDE- 
CAME (Federacion Cafetalera de America) was held in 
Guatemala recently. 

The first meeting of this kind took place in El Salvador, 
in 1948; the second was held in Costa Rica in 1951. 

The object of the meetings was to demonstrate coffee 
progress right in the field in the countries visited. 

At the Guatemala meeting, plans called for the group 
to visit coffee plantations in the Chocola region, including 
the experimental station. A demonstration was arranged 
on the “Maquina Cafepro,’” which was invented by the 
Instituto Agropecuario Nacional de Guatemala. 

The coffee men of Guatemala joined with those of other 
countries in celebrating “Dia del Cafe.” 


All for ten cents 


We pass this along from Three Minute Talks, via The 
Coffee Cup, house organ of The American Duplex Co. 
When a Midwest restaurant felt compelled to raise 
the price of coffee to 10¢ per cup, the enterprising 
manager took some of the sting out of the boost by ad- 
vertising: 
1250 drops of delicious coffee for only 10¢.” 
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PANCISCO Samplings 


By MARK M. HALL 


8 @ The dullness which prevailed dur 
ing the latter part of December last 
year was reversed after the first of the 
year and considerable activity was re 
ported by coffee importers in this city 

General buying has boosted prices 
all along the line For 
lombians spot ofr afloat, 
at 61.5¢ before the first are, at 


example Co 


which 


were 
selling 
the time of this 


H6¢ 


writing, selling for 


Outside of the wave of roaster buy 


ing, the rise is attributed to the short 
ages and delays developing in Central 
American crop shipments. Old govern 
ment stocks are being held in Brazil 


By the middle of March, it is anticipat 


ed, the milds will be liquidated and 
then buyers will have to turn to Bra 
zils. This has all added strength to 


the market 

In addition to the above, the Parana 
crop has had too much of the 5/6 
larger roasters are 
Some 


grade, while the 
demanding 2's, 3’s and 4's 
roasters require Centrals grown above 
the 3,000-foot level 

This relative position of quality cof 
fees, approaching a shortage, has given 


strength to these grades, which influ 
enced the entire market. The tendency 
of the Brazilians to keep these lower 
grades up has opened the way for com 
petition from Africans 

It is observed that the present dif 
ference between the good and poorer 
grades of coffee is less now than it was 
in the 1920's and 1930's 

What seems to be 


country and particularly on the 


apparent over the 
Pacific 
Coast is that coffee consumption is not 
with population growth 
population in these 


1950, was 48% 


keeping up 
The increases in 


areas, from 1940 to 


At the Western 


States Tea 


Association 
gathering, from left: Charles Montague, of 
M.J.B., elected a director; Eugene Lynch, 
Henry P. Thomson, Inc., named president; 
Ray Mason, Spice Islands; hiding behind 


Mason's ear, Stanton Lee, M.J.B.; Jack 
Mahoney, the G. S. Haly Co. 

The increase in imports for the same 
period was 33% However, the actual 
increase in coffee imports is sizable 
In 1940 it was 1,974,948 bags and in 
1955 it was 2,650,569 bags 

@e@ilhe American Spice Trade As 
sociation’s San Francisco branch took 


a prominent part 


the Western States 
sociation, which was 


Hotel 


Sheraton Palace 


leson, secretary and 
local branch, also 
spice exhibit 


which are 


Meat 


booth 


spicy or peppery, it 


held here 


treasurer 


had charye 


With 


Krank 


the convention of 


Packing As 


at the 

Frel 
of the 
of the 


is only 


natural that the display had a beautiful 


virl to assist Frank 


ed how spices are 


in the meat 


8B leo Cavasso, 


C. Inc 
representative, 


Francisco, of the 


industry 


formerly 


with 


now the 


The exhibit show 


processed and used 


with B 
western 


othees San 


Foren 


Sumatra 


Trading Corp, a Duteh company, and 


one of the largest in the world 


8 Harold Gavigan 
month to attend the board of 


was East last 
lirectors 


meeting in New York of A.S.TLA 
Grace Lines ts sending 
Central America one of its crack men 


to take charge of operations in Central 
America and keep the cottec 
moving on schedule His 
Dashwood P. Darling, trom the San 


Francisco office He wall be 


Careoes 


1s 


stationed 


in San Salvador 

@@ Harry March. the wemial freight 
agent Lines, well known 
among coffee men, has had the honor 
of being elected to the presidency of 
the Pan-American  Soctets of San 
Krancise: He succeeds Henry W 
Drath, viee president of the Bank 
of America 

@@ And while we are on the sub 
yect of the Grace I nes, discussing such 
gentlemen as Harry March, tt might be 


well to mention that the Federal Mari 
time Board has announced the com 
pany will undertake the construction 
of a $286,000,000 ship replacement pro 
aS part of a 20-yeat Verniment 
subsidy contract The agreement call 
for the 


passenger-cargo liners at over $22,000, 


immediate construction of two 
000 eacl eventually 24 ships will be 
replaced 

@ekd Manning was 
month to Arvilla MeGuire, of Hollister 


went on 


married last 


and Piedmont Phe couple 
theu to New 
@ @ kd Johnson. Sr, with Mrs 
Winter trip 


Orleans 


hin 


honeymoon 


son, made his regular 
rains of 


a little 


scaped the 
them tor 


Mexico, where he « 
San braneises tradiny 


tropical 


8 trnie Kahl flew around the Cen 


tral America including Fl Salvador 
and (j;uatemala 

8 B According to the “Folger Way”, 
house wan the compan Bob 


Sowell, advertising manager, was mat 
nied recently to Martha mith ot 
(Cas tinned on pake 9] ) 
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@aeaA little lke a New York cof 
fee convention is the Pan-American 


Coffee Bureau Seminar et for the 
4iltmore Hotel on February 9th and 

At vriting, with the seminars 
still a week away, coffee men in the 


metropolitan area are looking forward 


to truittul sessions 
The New York seminar should be 
a well-run meeting. This is the wind 


up event, following seminars in New 
Oorleatr san Francisco and Chicago 

Scheduled to be the principal din 
Charles (Roy) 


president and 


ner peaker 1s 
Whittier, former vice 
chairman of the plans board of Young 
& Rubicam 


Hanson, of the G 
American 


@@ Harold 
Washington division of 
Hore Foods, has been reelected presi 
dent of the New York Coffee Roasters’ 
Association 

At the organization's annual elections 
meeting, held last month, the other 
officers were also reelected 

Albert) Sechonbrunn 
vice president, George R 
treasurer, and kdward 


continues as 
Hedden is 
Down is 


secretary 


biected to membership the 
New York City Green Coffee Associa 
tion was (Gy. M. Fakra, Inc 
way, a wholly owned subsidiary of 


Maison M. Fakra, Tamative, Mada 


Mascat 


jroad 


In charge of the coffee department 
at the New York branch is Nicolas 
Feuillatte 

About 5,000 metric tons of coffec 
were exported from Madagascar to the 
United States during the current sea 
son, which runs from August to Feb 
ruary 

Of this total, about half was sold 
to the U. S. market by Maison G, M 
Fakra, Tamative, it was reported 


The grades the firm handles are 
Koulliou Courant and Superior 

Mr. Feuillatte reports that the quali- 
ty this year was very good, and that 
buyers were quite pleased 

He hopes that during the 1956-57 
season, starting im August, his com 
pany will bring in about twice as much 
coffee 

Maison G. M. Fakra, which has 13 
Madayascar, as well as 
branches in Paris, Marseilles, Hong 
Kong and Tokyo, is a leading shipper 
of Madagascar vanilla, clove buds and 


offices im 


clove oil 

This is the first time that a Mada 
gascar shipper has opened its own office 
in New York, according to Mr. Feuil 
latte 

The parent company was established 
in 1883, in Madapascar 


@e We're not sure, but we have a 
notion Vic (ain, of W J Morton, 
Inc., Los Angeles, visits New York 
just to make him feel good about 
Southern California. At least, he seems 
to time his visits to some of our less 
pleasant winter weather here 

Coming East, Vie stopped off in 
Chicago to pick up his father, who ac 
companied him to New York 

Vic reports that so far it's a good 
coffee year in Southern California, with 
activity in green coffee and a nice level 


roastings too 


® @ lan Boyes, general traffic man 
ager of the Sagus Marine Corp., is on 
a trip to the South and Midwest, to 
visit coffee importers in those areas. 
includes New Orleans, 
Louts 


His itinerary 
Galveston, Houston and St 


eetThe & J. Lenson 
Brookyn, N. Y, coffee importers and 


roasters, has elected George I. Gilbert 


Corp., 


chariman of the board of directors 


Named president of the company 


was Daniel F. Gilbert 
M. E. Thorner was elected execu- 
tive vice president 


@ @ Now in the coffee picture here is 
the Donaty Trading Co., 225 Fifth 
Avenue, which is acting as agents for 
shippers of Angola coffees 

The company has been active in cot 
fee in Europe, and is now beginning 
to enter the field in the United States 
market 

Supervising the coffee operation is 
E. N. Abramoff, owner of Donaty 
Trading 


The Kane Import Corp. 10 
East 40th Street, has joined the Tea 
Association of the U.S.A 

Herman Lander heads the tea de- 
partment, which specializes in’ For 
mosa, Java and Ceylon teas 

Kane Import has been in business 
about 50 years. It also handles coffee, 
essential oils, fibers, tapioca and seed 
lac 

Mr. Lander and Jerome Kohlberg 
are in charge of the coffee end, which 
specializes in Ecuadors and Perus. 

Mr. Kohlberg is now on a world 
trip, stopping off to see shippers in 
Calcutta, Bombay and Formosa 

Kane Import is also a member of 
the New York City Green Coffee As 


sociation 


Sailing for South America recent 
ly on the Moore-McCormack Liner 
Argentina were William H. Beattie, 
vice president of the Brazilian branch 
of the First National City Bank of 
New York, and Mrs. Beattie; Daniel 
A. Del Rio, vice president of the 
Central Hanover Bank & Trust Co., 
in charge of Latin American business, 
and Mrs. Del Rio; and Robert Swan 
son, president of Swanson Bros., Mid 
west coffee roasters, and Mrs. Swan 


son 


@@A new headquarters building in 
White Plains and a new plant have 
been indicated for 1956 by H J Wofl 
isberg, president of the Nestle Co., 


Ine 


UFININDO 


82 Beaver St. 


Cable Address: 


INTERNATIONAL 
CORPORATION 


(Union Financiere D'Extreme Orient) 


New York 5, N. Y. 


Importers and Agents of 
all African Coffees 


UFINCAFE 


100 Front St. 
"Laticlave" 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 


NEW YORK, 5 


“REATURN” 
104 FRONT ST. 


Wall Street 


| S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST —- MADAGASCARS — UGANDAS | 


Cables: Cafruki, New York 
New York 5, N.Y. 


REAMER, TURNER & CO. 


Brokers and Import Agents 


COFFEE 


NEW YORK 


59 PEARL STREET 


Reaud-Geek Corporation 
Mexican —Santo Domingo — Ecuador 
Guatemalan— Venezuelan 


Cuban— Africa | 
Coffees NEW YORK | 
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| Get your COLOMBIANS | 


BALZACBRO 


Shortest Route from Growers 


| 


| Balzac Bros. & Company, Inc. 


“Edward P. McCauley & Co. 


| 


One Jones Lane 


New York 5, N.Y. | 


Cable Address: CAULCAFE | 


CEORCE P. BOTT & CO. 
COFFEE BROKERS AND AGENTS 


90-96 Wall St., New York, Tel. BOwling Green 9-1497 
Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 


ABREU FILHOS EXP. E IMP. S.A. 
RIO DE JANEIRO 


JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. | 


WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Giles 


Tel. HAnover 2-1566 


Cable Address 
“RANWILLIG” 


Calle 


NEW YORK 


108 Front Street | 
| 


INDUSSA CORPORATION 
GREEN COFFEES 


Agents for 
CAFE KIVU (Arabicas) 
CAFE CONGO (Robustas) 


CHARLES F. SLOVER & Co., INC. 


| Coffee 


NEW YORK 


109 FRONT STREET | 


“WILEECOM" 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE INC 


| 511 Fifth Avenue Cable Address: TEL; WHITEHALL 4-8182 
| New York INDUSSACOM | 
W. H. LEE COMPANY | | WESSEL,IDUVAL & 
Joroblem 
COFFEE EXPORT compRT 
| | Coffee and Cocoa 
Sabie NEW YORK 101 sr. 


CABLE ADDRESS 
HEMENWAY, NEW YORK 


67 BROAD STREET. NEW YORK 4,N.Y. 
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Tew Votes 


By W. McKENNON 


8 8 Among out-of-towners attending 


the Pan-American Coffee Bureau's 
eminar at the Roosevelt Hotel were 

Sam Arnholtz, Arnholtz Coffee and 
Supply Co., Wichita; J. D. Begham, 
W aple Platter Co, Dallas 
Brandon Max well Hou Mobile; 
Wallace Brown, Tracy Locke Co., Ine 

Houston Valmer G tyrd, Donovan 
Coffee Co, Birmingham; | J. Cap 
bern, Sidney Cormue Bobby Dean, 
George Dick and H. Norman Saurage, 
Jr, of Community Coffee Co., Baton 


Kouge;: |. Bo Davis, Griffin Grocery Co., 


Muskowee Jack Durland, Cain's 
Coffee Co, Oklahoma City John M 
kibert, Eibert Coffee Co., St Paul, 
Minn.; Claude Ferebee, Waples Platter 


Co, Forth Worth; M 

al Coffee Co. Nashville; 
Ka per, National Tea Co. Chicago; 
hic hard | eipel Fleetwood ( offec 
Co., Chattanooga; Harry A. Lundborg, 
Fleetwood Coffee Co., Atlanta; Pp 
Nicholson, Maxwell House, Memphis; 
Kloyd R. Pool, Spray Coffee & Spice 
Co, Denver; P. Ro Rubinelli, and R. B 
Ruyle, Star Coffee Co., St. Louis; Bill 
Reedy, Standard Brands, Ine. Bu 
miigham; Clay W. Stephenson, ‘Tracy 
Locke Co, Ine Houston; James I 

Patterson, Jabez Burns & Sons, Inc., 
New York City; and Harold” F 
Coffec Co, Bir 


Gant, Colon 


George W 


Dhomas, Donovan 


pere ile nit ol 


Scherer was named vice 
Public Service 


announced here He Was 


Douglas 
Corp, as 
formerly assistant ecretary-treasurer 
a grandson of the founder, Wall 
H. Douglas, and a son of the late 
Henry F. Scherer 

ee lhe 


death of 


and ts 


trade was saddened by the 
Paul Oliver Fallon, 

held here January 4, with 
religious ceremontes at the Holy Name 
of Jesus church and burial in the Me 
cemetery Mr. Fallon, 74, had 


been a coffee broker for more than half 


whose 
funeral wa 


fairs 


a century and headed the I ( Fallon 
( He was a member of the Green 
Coffee Association and was a lifetime 


New Orleans 


honorary member of the 
Roard of 


Mr. Fallon had been living with his 
on in nearby Covington for the past 


few months 
8 Joe Morris, of C. 
Co.'s New York office, 


days in New Orleans 


Bic kford & 


spent the hoh 


8 8 The New Orleans Board of Trade 
was host at its annual holiday party at 
the Exchange The party, for 
enjoyed the 


mem 
Wives and 
music of Rene Louapre and his orches 


bers, guests, 


tra, as well as various refreshments 
The chairman in charge of the enter 
tainment, J. W Gehrkin of R. E 
Schanzer & was complimented 


on the affair 


sek. W. Delamain, who ts associat 
ed with J. Aron & Co., Inc., and makes 
his home in San Antonio, was a recent 
visitor to his principals’ headquarters 


here 


@ 8 (scar Z 
Rio de 


on vacation in 


Levy, Jr., of Vicri, S.A., 
Brazil, was recently 
New Orleans, making 
his headquarters at J. Aron & Co., In 


Jane ira, 


Minneapolis 
By HARRY P. RILEY 


Northwest Coffee Associa 
tion had their annual election of officers 
at the St. Paul Athletic Club. The fol 
lowing officers were named: 


President, Paul Eibert, Eibert Coffee 


Co.; vice president, Willis Krumple 
man, New York Tea Co.; vice presi 
dent in charge of restaurants, John 


M.B 
treasurer, ( k 
ing |. Aron & Co 
Named to. the 
were: John Andresen, 
Coffee Co,, Duluth; L. J 
Coffee Co., St. Paul; David G 
Red Owl Stores, Minneapolis 


Coffee Co.; 
Kaufman, 


Lambros, secretary 


represent 


board of directors 
Andresen-Ryan 
Clark, Nash 
Platter, 


\ very inspirational address was 
viven by Warren A. Schmidt, of the 
Coffee Brewing Institute, Inc 


Mr. Schmidt, as held representative tor 
the Institute, was able to underline some 
of the behind the thought 
that “Good Coffee is Good Business.” 


fundamental 


Vancouver 


By R. J. FRITH 


ee Victor F. Maclean, vice-presi- 
dent, Kelly, Douglas & Co, Ltd., has 
announced that his company has ac- 
interest in the 


Ltd, Van- 


e controlling 
Importing Co 


quire d tl 
Dickson 


couver 


It was said that Kelly, Douglas & 
Co. Limited would merge its increas 
ingly important restaurant division 
with the Dickson Co., but that other 


wise there would be no change 
Byron 


Dickson, will continue as manager ot 


Estey, general manager of 


that firm, with Charles Galbraith as 
plant superintendent This company 
does a volume of upwards ot ten tons 


of coffee, as an average daily output 
business in 


sriginal 


In addition, it has a larae 
green coffee, blended or in the 
bean, with several western roasters 

The Dickson and the Kelly, Douglas 
restaurant divisions, now merged to all 
practical purposes, will be far and 
away the leader in the restaurant trade 
in Vancouver, and its suburbs, so far 
as teas, coffees, extracts, spices, etc., 
are concerned 

Both companies were established at 
the turn of the century 
@ @ Arthur Irish, president of Arthur 
Irish & Co., Ltd., Vancouver, returned 
to his home town this month after a 
short sojourn in California. With Mrs 
Irish he visited relatives in San Diego, 
then spent a few days in San Francisco 


renewing old friendships 


ee The W. H. Malkin Co, Ltd, 
pioneer in teas and coffees, after many 
vears changed their principal brand 
name from Malkin’s Best to Malkin’s 


Phe product is not only wearing a new 
name but the coffee itself ts a new 
blend New, also, is the container, a 
tightly 
with a well designed and printed outer 


sealed nearly airproot wrap, 
cover 

Another new and 
chain, Dominion Stores, will 


Vancouver this year with its own coffee 


nationwide 
enter 


plant, it is understood, The company, 
hundred 


which now operates several 


Canadian 
outlets 


supermarkets in principal 
cities, will develop several such 
in Vancouver and build a wholesale 
house and plant, according to presently 
announced plans. It has 


vested approximately a million dollars 


ilready in 


in sites for its stores, according to re 


ports 


«ters 


Addre 


HONDUKAS WASHED COFFEES 
HONDURAS UNWASHED COFFEES 


DAVID A. KATTAN 


COFFEE IMPORTERS 


New Orleans 12. La. 


607 Tchoupitoulas St. 


EXTRA CHOICE 
ODUCTS 


Cc. H. 


D'ANTONIO & CO. | 


| BROKERS 
203 Board of Trade Annex, New Orleans, La 


Coftec 
AGENTS 


Tel: CAnal 5745 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 
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At the annual party of the San Francisco Coffee Club, from left: 
Bill Lynch, Bob Manning, Bill Rowe, George Garrison, Bill Hughes, 


San Francisco 


(Continued from page 87) 


Binghamton, N. Y.. a Cornell graduate 
#8 8 Chuck Cecil also did a little flying 
last month about Central America 

McCormick and Co. Inc., San 
Francisco, has been publicizing its 
Schilling Colonial Inn on 
local radio and recently 
Sarah Daugherty, hostess of the Inn, 
and Ray Graham, buyer of their raw 
materials, have appeared as guests on 
the Fay Stewart (KPIX-TV), Ann 
Holden and Evangeline Baker Shows 
(KGO) where they told interesting 
stories of the romantic background of 
spices and extracts, A warm invitation 
to the listeners of these programs was 
extended to visit Schilling’s Colonial 


Division's 
television 


Inn 

@ 8 The Pan-American Coffee Bureau 
Seminar was held here at the St. Fran 
cis Hotel A formidable staff of the 
Jureau’s big guns were on hand to 
cover every phase of the coffee indus 
try and to suggest means of solving 
Voluminous printed ma- 
terial was assembled, showing every 
particular of the 
A larwe envelope including this ma 
terial, along with a condensation of the 


Its proble mis 


Jureau’s activities 


speeches, was made available to all 
coffee men for future reference 


Among those who spoke was Charles 
(5 Lindsay, whose subject) was the 
Bureau's place coffee promotion 
Others were Edward EF. Horn, 
director of advertising; C. G. Coburn, 
director of public relations; Mrs. Ellen 
Saltonstall, director of consumer set 
vices; Ralph Head, a director of the 
Point-of-Purchase Advertising Insti 
tute The closing address Was by John 
F. MecKiernan, president of the Na 
tional Coffee Association There was 
a cocktail party and dinner Thursday 
evening 

Among distinguished speakers out 
side the industry were the Senator 
Homer kK. Capehart (by film) and [D1 
I I. Grether, Dean of the School of 
Business Administration, University of 
Calitormia 


Running through many of — the 
speeches was the theme of the im 
portance of the coffee industry eco 
nomically not only to the United States, 
but to our Latin American neighbors 
Also, it was brought out that coffee 
consumption was not keeping pace with 
the growth of population in the United 


States Gsreat efforts are being made 


to convert the bumper crop of teen 
agers into potential coffee drinkers 
It would seem that the seminar ac 
education 


complished its urpose ol 
purty 


and inspiration to coffee men 


Bob Sweeney, Fred De Bow, Norman Johnson, Stanley Onellion, 
Bill Fennerin and Tom Barrett. Johnson co-chaired the event. 


Southern California 


By VICTOR J. CAIN 


Mr.and Mrs. E. A. (Fadl) Johnson, 
ot E. A. Johnson & Co., stopped over 
in Angeles for the New Year 
holiday They went on via plane to 
Mexico City, where they spent several 
weeks 

@ @ Mr.and Mrs. Ted Lingle, Mr. and 
Mrs Bill Waldschmidt and Mr 
Leonard Koppel spent the New Year's 
Nevada 


weekend in Las Vegas, 


@ @ The Los Angeles Coffee Club held 
its annual Christmas party, and again, 
under the superb leadership of Walter 
Dunn, president, the affair was a huge 
success Ihe attendance of roasters 
and green coffee firms and the usual 
support from all the allied industries, 
made for a bigger and better party 
The door prizes were in excellent 
taste due to the efforts of Herman Lan 
don, ot the Jewel Tea Co Tne The 
election of officers tor the forthcoming 
year will be announced at a latter date 


@ @ Vic Cain, of W. J. Morton, Ine, 
recently made a trip to New York, 
where he called on his trends im the 
trace He 


where he was jomed by his father for 


stopped off in) Chicago, 


he rest of the trip Fast 


Electronic sorter to aid 
Hawaii coffee growers 


build U. S., European markets 


The only coffee grown commercially within the territory 
of the United States is destined to regain important markets 
through the use of modern electronic sorting equipment 


Employing the equipment of a Michigan firm, Hawanan 
coffee growers are now engaged in developing fully auto 
matic methods of sorting coffee beans in order to produce 


a product designed for quality consumers in the United 


States and Europe 


In the district of Kona, T. H., electroni 
chines produced by the Electric Sorting Machine Co., Grand 
Rapids, Mich., are currently in operation on a test project 


is being carefully 


in the 
quality sorted through a fully 


The project is being conducted by 


FEBRUARY 1956 


ourse of which green coffee 


iutomat Ope ration 


John Nelson, field 


representative of the Michigan firm, as part of an investi 


gation into ways of improving the quality of Kona coffee, 


supported by the research budget of American Factors Lid 


Kona coffee has long been recognized AS capable ot yield 


ing a superior grade 


and when properly sorted, has in 


the past been one of the world’s most sought after coffees 


The application of the Electri 


the standard of the past and at a 


Wage and hour laws prevailing in the United States have 
made it impossible, however, for growers of Kona coffee 
to provide hand sorting and separation with sufficient econo 


my to compete with cottes grown tn foreign countries 


Sorting Machine Co.'s 


fully automatic equipment to the problem will, it is antics 
pated, succeed in producing a quality of coffee which achieves 


competitive price 


Mr. Nelson is conducting the experiment in Cooperation 


sorting: ma 


Kailua 


peas he ans rice 


with Curtis Tyler 


Bichromatic color units 


Jr, manager of American Factors in 


The machines currently in operation at Kona are ESM 


They ire ¢ specially designed for 


cottce sorting although they are the same general type used 
successfully for years in many parts of the world to sort 


pe inut orn, ct 
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BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin. Illinois 


Spices: by JOS. K. JANK 


Their Botanical Origin 


Their Chemical Composition 


Their Commercial Use 


Price $3.00 


Write to 


The Spice Mill Book Department 


106 Water Street New York 5, N. Y. 


BEST SELLER 


IN COFFEE BOOKS — 


THE COFFEE 


MAN’S MANUAL 


THE SPICE MILL PUBLISHING CO. 


c O R AT EE 
106 Water Street, New York 5, N.Y. 


‘‘Manufacturing 


Processes for 
Soluble Coffee”’ 


is now available in 


booklet form 


50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 
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| the dancing goats 
.. And the abbot who started 
the coffee break 


Long ago an Arab goat-herder was startled to 
see his goats skip and dance about after eating 
the berries from a wild shrub. Excitedly he ran 
to a nearby monastery and told the abbot what 
had happened. The abbot returned with the 
boy and gathered some of the berries. Then he 
brewed them into a beverage and he served it 
to his monks who often fell asleep over their 
evening ceremonies. The brew not only met his 
expectations, the monks loved it! 

And so, a legend tells us, was started the 
enjoyment of coffee and the birth of a billion 
dollar industry. 

For over 60 years, Otis McAllister & Co. 
has helped in the growth of this great industry. 
Since the company was established in 1892, its 
forward looking policy has always been to im- 
port as many varieties of quality coffee as pos- 
sible from Central and South America. Today, 
with 18 affiliated offices staffed with coffee ex- 


perts, the company imports more than 100 types 
of green coffee... is able to meet the roasters’ 


specifications for any blend. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS CARMENCITA 
MANIZALES « ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MCALLISTER 


SAN FRANCISCO 4 Established 1892 
310 Sansome St. 


NEW YORK 5 ™ 
129 Front St MEMBER OF ( 
NEW ORLEANS 12 


322 Magazine St. 


CHICAGO 10 
510 N. Dearborn St. 


HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 


TORONTO 2 
228 King St., East 
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